CHICAGO 


ime 
PUBLISHED 
WEEKLY at 100 
E, OHIO ST. 
DEL. 1337 


piss 


Aavertisin 


THE NATIONAL NEWSPAPER OF ADVERTISING 


First Con 


- 


JUL 3 


Entered as second-class matter Jan. 9, 1932 at the postofice at Chécogo, IU., under the act of March 3, 1879. 


PUBLIC Lisi 


SECOND ST. 
BR. 9-6432 ~ 


Vol. 10, No. 31 


July 31, 1939 


10 Cents a Copy, $2 a Year 


Rough Proofs 


According to the Pan - American 
Bureau, iced coffee is delicious and 
refreshing. So far Coca-Cola hasn’t 
filed suit for infringement of copy- 
right. 


7.7.9 


Nowadays every advertiser whose 
product is alimentary thinks it’s 
elementary to call it “delicious.” It 
must be the Townsend influence. 


. =. w= 


National Carbon has pictured but 
not identified the heroic researcher 
from whose mosquito bites it dis- 
tilled Sta-Way. His name will be 
inscribed on a medal struck off by 
the Isaak Walton League. 

vw? 

A new patron saint for fishermen 
may be enshrined when the boys 
discover that Sta-Way customers 
can resist even the flying squadrons 
of insect machine gunners. 

vv? 

See Niagara Falls, urges that per- 
sistent advertiser, the State of New 
York. Everybody has seen it, one 
way or another—the real thrill is 
putting sight and sound together. 


7, = ¢ 


Since honeymooners quit going to 
Niagara, this natural wonder re- 
mains for most people just the ski 
jump the fellow took in a barrel. 


vvwey? 


Since so many states have become 
tourist conscious, it’s a little bit 
surprising that the governor of 
Kentucky hasn’t spoken a few kind 
words for Mammoth Cave. 

vw? 

Fat Man’s Misery used to provide 
most of the belly laughs for visitors 
to Mammoth Cave, so the govern- 
or might suggest, “See the old slim- 
ming hole.” 

vv, 


Fleer, the double bubble chewing 
gum, is three times as large as the 
ordinary kind. And has nine times 
the capacity for interesting sound 


effects ? 


~ = | 


People who find their enjoyment 
of weepy movies interfered with by 
peanut brittle crunchers should be 
‘dvised to carry Fleer in self de- 
tense 


" F 


“A curious pipe smoker wants the 
‘eal facts.”—Edgeworth Tobacco. 
And of course they’re a lot differ- 
‘nt from the common or garden 
ariety of facts. 


i. oe 


ntson & Johnson urges consid- 

z for Tek tooth-brushes with 

““nuine natural bristles.” Even 

sreatest scientific laboratories 
mMprove on nature’s perfect 
t, the pig. 
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‘hat they've bought Squee- 
ho La.  neral Tires wife says she’s 


wi) eet & back-seat driver. That 
+4. © @ swell campaign theme 
"SY Can prove it. 


Copy Cus. 


Puppet Show 
Depicts Methods 


of ‘Screwdriver’ 


Shell Oil Develops New 
Support for Its Big 
Campaign 


New York, July 27.—Dramatiz- 
ing and localizing Shell Oil Com- 
pany’s long battle against eccentric 
driving, a complete marionette 
theater, mounted on a truck chassis, 
made its appearance on the At- 
lantic Seaboard this week. Accom- 
panied by a courtesy crusader car, 
the motorized showhouse will visit 
every important city for at least a 
day, after the populace has been 
prepared by a series of newspaper 
advertisements. 

In tune with the motif established 
in many media, these advertise- 
ments declare, “Shell dealers will 
help war on screwdrivers,” and list 
the names and addresses of all 
Shell outlets, with the further in- 
formation that these stations are 
headcuarters for enrollment in the 
“Share-the-Road” Club. The em- 
blem of this organization is a hand- 
some metal emblem attached to 
rear license plates. Bearing three 
colorful flags signifying in mariner’s 
code, “I am giving way,” the em- 
blem is awarded only after the 
motorist has signed a pledge to 
abstain from traffic boners and in- 
fringement of the other fellow’s 
rights. The driver also receives a 
ecard for his wallet to certify mem- 
bership in the club. 


Screwdriver in Action 


The marionette theater is parked 
at some central location during the 
day and shows are run off at fre- 

(Continued on Page 7) 


Strike Hands Buick 


Setback in Race 
for 1940 Honors 


Detroit, July 27.—Unless its strike 
is settled shortly, General Motors 
Corporation will have to forego the 
honor of being one of the first 
manufacturers to display 1940 
models. The company expected to 
win this distinction with Buick, but 
the walkout of tool and die workers 
has shrouded the whole situation in 
uncertainty. 

General Motors officials are still 
conducting negotiations with the 
UAW-CIO, with the assistance of 
Federal Labor Conciliator James F. 
Dewey, but current reports are that 
little progress is being made. On 
the other hand, the situation may 
change at any moment, so that pre- 
dictions are extremely hazardous. 

If the strike could be settled in 
the near future, Buick might still 
be able to be well up in the pageant 
of 1940 models. The company was 


(Continued on Page 8) 
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Shell Oil Company's dramatization of 


for Air Transport 
to Start Oct. 1 


Chicago, July 26.—The long-proj- 
ected $300,000 cooperative campaign 
by the nation’s airlines will become 
a reality in October when initial 
magazine copy featuring the slogan 
“It Pays to Fly” will be released by 
the Air Transport Association of 
America. Regular insertions are 
scheduled through May, 1940, it was 
revealed by Col. Edgar S. Gorrell, 
president of the association. 

Five publications are on the list 
which includes Life, Nation’s Busi- 
ness, Newsweek, The Saturday Eve- 
ning Post, and Time. Four color 
spreads, single pages in color, and 
black-and-white insertions are 
planned. 


Testimonials Supply Background 


The background of the campaign 
will be supplied by testimonials 
from prominent business and pro- 
fessional men and women who are 
regular air travelers. Copy in Na- 
tion’s Business will be slanted at 
business executives, and will point 

(Continued on Page 26) 


Crowds in many cities along the Atlantic seaboard are evincing keen interest in 


the “screwdriver theme it has made 


famous through advertising in newspapers and magazines. 


White Rock Offers 
Quinine Drink as 


Mixer and Tonic 


New York, July 27.—Q 9, a new 
quinine tonic, has been introduced 
nationally by the bottler of White 
Rock mineral water, it was revealed 
today by Richard C. Harrison, 
president of White Rock Mineral 
Springs Company. First advertis- 
ing of the product will break 
shortly. 

Q 9 differs from other quinine 
tonics on the market here and 
abroad, it was said, in that it con- 
tains citric acid and can therefore 
be used in mixing drinks without 
adding fruit juice. Standard bottles 
sell at two for a quarter, and the 
smaller splits at a dime. 

First advertising will consist of 
a 15-minute radio program over 
Station WQXR, New York. It is 
expected that small space insertions 
in New York newspapers, similar 
to those appearing in four papers 
for White Rock, will also be used. 
Newell- Emmett Company is in 
charge. 

White Rock intends to promote 

(Continued on Page 8) 


Chicago. 


Standard Brands and Rudy Vallee 


were ended. The popular crooner 
entry into radio. 


cago, is the agency. 


Last Minute News Flashes 


Snodgrass Succeeds Kniffin as Space Buyer 


Chicago, July 28.—Following Ogden Kniffin’s shift from space and 
time buyer of Sherman K. Ellis & Co. to account work, Jack Snodgrass, 
who has been outdoor buyer, has assumed Mr. Kniffin’s former duties. 
Mr. Snodgrass joined the agency three months ago after service with 
Matteson-Fogarty-Jordan Company and Morris-Schenker-Roth, Inc., 


Standard Brands, Rudy Vallee to Part 


New York, July 28.—Following an unbroken association of ten years, 


will part company Sept. 28, it was 


learned today. The sponsor is expected to continue on the Thursday 
evening hour over the NBC Red network. The break was said to be 
entirely amicable and motivated by Vallee’s belief that it would be to 
the mutual advantage of advertiser and entertainer if the association 


has had no other sponsor since his 


His program was originally for Fleischmann’s yeast, 
but Royal Gelatin has been the featured product recently. 


Pure Oil Sends Kaltenborn to Europe 


Chicago, July 28.—Pure Oil Company, Chicago, will dispatch H. V. 
Kaltenborn, veteran news analyst, to Europe whence he will make six 
broadcasts via short wave and Columbia Broadcasting System. Mr. 
Kaltenborn will leave on the Trans-Atlantic Clipper Aug. 9 and make 
his first broadcast from London Aug. 13. 


Leo Burnett Company, Chi- 


National Spot Radio Continues 
Striking Trend to New Heights 


SHOWMANSHIP STRESSES SAFETY MESSAGE 


Expenditures Indicate 
Record Volume for 
Medium During 1939 


SPOT RADIO ROUNDUP 
Leading Spot Users, 1938... Page 29 
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Vick Seeks Live Talent...... a 
Tide Water Newscasts....... “ 21 
Types of News Broadcasts.... “ 21 
Tape Transmission Progress.. “ 24 
Alka-Seltzer Stresses Appeal.. “ 26 
Kroger Features Personality.. ‘ 27 
Longines Picks Its Spots..... ” 
Minute Programs Popular. . ~ Ae 
P&G Continues Expansion.... " 8 
Competition for Chain Breaks “ 30 
Transcription Progress ...... oe 


New York, July 27.—The shoot- 
ing star labeled “national spot 
radio,” which has been illuminating 
the advertising firmament more 
and more brightly during the past 
few years, appears destined to con- 
tinue its meteoric rise, a study of the 
activities of national advertisers in 
the medium revealed this week. 

Indicative of the growing import- 
ance of national spot as a source of 
revenue for individual radio sta- 
tions and as a medium for leading 
national advertisers is the fact that 
last year more than one-third of all 
station income was derived from 
this source. Network programs 
accounted for about a quarter of the 
average station’s income with the 
remainder coming from local spon- 
sors. 


Predict Substantial Gain 


In the opinion of leading radio 
station representatives, 1939 will 
show a substantial gain for national 
spot over the record $31,000,000 
volume achieved during 1938. The 
enthusiasm of the station represen- 
tatives over the outlook for this 
year was confirmed by many inde- 
pendent station managers and by 
executives of the major networks 
in charge of spot sales for owned 
and operated stations. 

Forecasts for 1939 placed the ex- 
pected national spot gain over last 

(Continued on Page 29) 


TVA Counsel Is 
Named to Succeed 
McNinch on FCC 


Washington, D. C., July 27.—Ap- 
pointment of James L. Fly, general 
counsel of the Tennessee Valley 
Authority, to succeed Frank R. Mc- 
Ninch was announced today by 
President Roosevelt. Although the 
FCC elects its own chairman, it was 
understood that in accordance with 
White House wishes, Mr. Ely will 
be named to the post. 

Mr. MecNinch’s resignation was 
announced by the President. Earlier 
in the week the FCC chairman had 
consulted with Mr. Roosevelt and 
indicated his desire to resign due 
to ill health. 

(See Page 13) 
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Lasker Gets Clean 
Bill in Outgrowth 


of Manton Case 


Retired Lord & Thomas 
Chief "Misused," Says 
U. S. Attorney 


New York, July 27.—Complete 
exoneration for Lord & Thomas and 
Albert D. Lasker, former president 
of the agency who is now retired, 
was given in federal court here this 
week during disbarment proceed- 
ings against two attorneys in con- 
nection with a $250,000 loan made 
by the agency in 1932 and never 
repaid. 

Mr. Lasker, on the stand as a gov- 
ernment witness, described himself 
as an innocent dupe in the transac- 
tion. He testified that the loan was 
made in the belief that it was for 
several officers of American To- 
bacco Company, most important 
client of the agency. 

Specific exoneration of Mr. Las- 
ker and the agency was furnished 
by United States Attorney John T. 


Cahill, who told the court that, in 
the opinion of the government, “the 
only person whose conduct is con- 
sistent with his testimony of what 
took place is Albert D. Lasker of 
the firm of Lord & Thomas, who, it 
seems to us, has been grossly mis- 
used in the situation, and in fair- 
ness to them I think it should pub- 
licly be said that we find absolutely 
no ground for criticism of the con- 
duct of Lord & Thomas.” 


Sequel to Manton Case 


The case, an outgrowth of the 
conviction of former Federal Judge 
Martin T. Manten, concerns litiga- 
tion involving a $10,000,000 suit 
against American Tobacco Company 
which was ultimately decided in 
favor of the tobacco firm. Former 
Judge Manton was on the bench in 
that case. Most of the $250,000, the 
government charges, went to a cor- 
poration controlled by Judge Man- 
ton. 

Facing disbarment charges are 
Paul M. Hahn, former vice-presi- 
dent of American Tobacco Com- 
pany, and Louis S. Levy, a member 
of the law firm which defended the 
tobacco company in the $10,000,000 
suit. Mr. Lasker testified that in 
1931 he arranged a $150,000 loan at 
the request of Mr. Hahn, in order 
to protect bank loans of minor offi- 
cials of American Tobacco. That 


loan was promptly repaid, he said, 
and the $250,000 loan sought the 
following year by Mr. Hahn was to 
meet “an identical situation.” It 
was brought out that in 1931, Lord 
& Thomas received commissions of 
$2,800,000 on business placed for 
American Tobacco. 

Mr. Lasker testified that he made 
repeated efforts to get Mr. Hahn to 
pay back the money, which was 
actually loaned to James J. Sulli- 
van, former business associate of 
Manton. Counsel for Mr. Hahn 
claimed that his client did not know 
that Sullivan was a business part- 
ner of former Judge Manton. 

George Washington Hill, presi- 
dent of American Tobacco Com- 
pany, testified that he had been 
asked by Mr. Lasker whether he 
thought Paul Hahn was “straight.” 
Mr. Hill’s reply, he testified, was 
“clean as a hound’s tooth.” Mr. Hill 
declared that he had little knowl- 
edge of the loan at the time it was 
made. 


Powers Joins LNA 


Charles J. Powers, formerly ex- 
ecutive secretary of the Graphic 
Arts Association, Houston, Tex., has 
been appointed manager of the Chi- 
cago office of the Lithographers 
National Association. The new 
address of the office is 29 S. LaSalle 
street. 


London's 22,000 ‘Bobbies’ are so called after Sir Robert Peel, who founded the force in 1829 


They buy American Goods 


ENGLAND is America’s best customer 
in the world. The answers to the following 
questions may help you to increase your 


English sales... 


Question: W hat proportion of Amer- 
ica’s total exports goes to England? 

Answer: 
sixth—in 1938, $521,124,00 
of a total of $3,094,095,000. The 
volume of American goods going 
to the United Kingdom alone is 
more than half the total bought 
by the rest of | urope. 


Approximately one- 
out 


Question: Which country spends 
more on newspaper and magazine 
advertising—England or America? 

Answer: In proportion to its 
population, England spends twice 
as much as America. In 193<, total 
newspaper and magazine adver 
tising expenditure in the U.S.A. 
was $287,86¢6,000, or just over $2 


per head of the population. In 
Great Britain, it was $1g0,000,000, 
or over $4 per head. 


Question: What English weekly 
magazine gives an advertising-caver- 
age density that ts four times that of 


Life? 


Answer: The Radio Times— 
with a circulation of 3,000,000, it 
reaches one English family in four. 


9uestion: What English publica- 
tion has the biggest circulation among 


families with incomes of £4 a week 
or over? 

Answer: The Radio Times—it 
reaches more than a million such 
tamilies—one out of every three 


tamilies in these higher brackets. 


Question: How can you obtain 
daily national advertising coverage 
throughout England with a single 


weekly insertion? 


Answer: By using the Radio 
Times. It is the only publication 
allowed to list complete radio pro- 
grams a week in advance—with 
the result that go per cent of its 
subscribers refer to each copy 
every day for a week. 


* * * 


If you are an American manufac- 
turer selling in England and would 
like to have further market facts 
bearing on your particular prob- 
lems, write to the Advertisement 
Director, British Broadcasting 
Corporation Publications, Broad- 
casting 9g Portland Place, 


London, W. 1, England. 


The English weshly magazine with a 5 density of coverage 
four times that of Life 


RADIO 


TIMES 


(Guaranteed net weekly sales, 3,000,000) 


(ame, $2.46 per line per million readers) 


JOINS PEPSI-COLA 


eteteten 


OK ated 


Don G. Mitchell, who has been ap- 
pointed sales manager of Pepsi-Cola 
Company, Long Island City, N. Y. He 
was formerly chief of the marketing 
division of American Can Company. 


Talcum Powder 
No Deodorant, 
FTC Contends 


Washington, D. C., July 27.—In a 
stipulation entered into with the 
Federal Trade Commission, Vadsco 
Sales Corporation and its subsidi- 
ary, V. Vivaudou, Inc., New York, 
agreed to discontinue allegedly false 
advertising in the sale of talcum 
powders designated as Djer-Kiss 
tale and Mavis talcum powder. 

The respondents stipulated that 
they will cease representing di- 
rectly or by implication that Djer- 
Kiss talc in any way influences or 
affects body temperature; that Ma- 


vis tale powder is' materially 
different from, or more effective 
than, similar substances; that the 


formula of Mavis Talcum Powder 
is the outcome of scientific research 
and experiment or that the product 
has a protective quality not found 
in any other powder, or that Mavis 
taleum powder to any extent pro- 
motes sleep, relaxes or soothes the 
nerves, or reduces the amount one 
perspires. 

The respondents further stipu- 
lated that they will cease advertis- 
ing that Mavis talcum powder has 
healing properties or contains in- 
gredients which make it beneficial 
in the treatment of skin disorders, 
unless such representations are lim- 
ited to the product’s effect in dry- 
ing the skin or in reducing irrita- 
tion and friction; that the pores 
breathe or that Mavis talcum 
powder permits the pores to 
breathe; that Djer-Kiss tale and 
Mavis talcum powder completely 
counteract or mask objectionable 
body odors, and that Djer-Kiss talc 
and Mavis talcum powder, with 
respect to their odor or substance, 
when applied to the body, remain 
effective for any purpose during the 
entire day of their use or for any 
substantial length of time. 

It is also stipulated by the re- 
spondents that they will cease using 
the words “Paris” or “Poudre De 
Tale” or any other words indicat- 
ing French origin, on the labels, 
cartons or containers of, or in ad- 
vertising for, their products, when 
such products are manufactured, 
compounded, or packaged in the 
United States 


Joins “Outdoors” 


Mark W. Burlingame, formerly 
advertising manager of the National 
Sportsman, Boston, has joined Out- 
doors, Boston, as Eastern advertis- 
ing manager. Mr. Burlingame is 
known as a writer on fishing sub- 
jects and is the author of the New 
England Council’s annual “Angler’s 
Guide to New England.” 


Lubricant to Levy 


General Industries Corporation, 
Newark, has appointed Hyman 
Levy Advertising Agency, Newark, 
to conduct a campaign for its lubri- 
cants. 


—————— 


Fair Photomurals 
Show Advances 
in Infant Art 


(Picture on Page 31) 


New York, July 27.—The interest 
attracted by photomurals on build. 
ings of the Eastman Kodak Com. 
pany and National Dairy Products 
Corporation at the New York Fair 
indicate that this form of embellish. 
ment has made definite artistic ang 
technical progress since its major 
appearance for exposition at the 
Chicago Century of Progress Expo- 
sition in 1933-34. 

Produced by Kaufmann & Fabry 
Company, Chicago, under the direc. 
tion of two famous industrial de- 
signers, Walter Dorwin Teague and 
Kenneth H. Ripnen, the photo- 
murals constitute the chief exterior 
decorative scheme of the structures, 


Teague Planned Mural 


The photomural on the Eastman 
Kodak Company’s building was 
planned by Mr. Teague. It consists 
of a series of individual enlarge- 
ments from small camera pictures 
mounted on a tall upright support, 
and so placed that one or more 
rows of the pictures may be seen 
from any direction. In addition, a 
row of “photomural medallions” is 
mounted on the polyhedral face of 
the building. A single medallion 
appears below each letter in the 
word “Kodak,” and the company’s 
monogram has been placed in relief 
over a photographic background on 
each medallion. On panels beneath 
the curved canopy on the ground 
level is another series of murals 
mounted in cut-out fashion, one 
mural to each wall panel. 


Add Third Dimension 


Mr. Ripnen decided on photo- 
graphic enlargements of artist’s 
sketches for the building of National 
Dairy Products Corporation. The 
murals occupy the entire upper wal] 
area of the two bays on either side 
of the main entrance. One mural 
depicts men, women and children 
in a wide range of activities as a 
means of denoting the almost uni- 
versal use of milk. The other shows 
scenes in the preparation of foods. 
Both of these photomurals are 
“three-dimensional.” That is, they 
are built up in three levels, an outer 
panel being superimposed upon an- 
other with both in front of a large 
mural background. Blue, rust and 
sepia tones were used for the color- 
ing. 


Dress Fabrics To Wesley 


William Hollins & Co., New York, 
manufacturer of dress fabrics and 
shirtings, has appointed Wesley 
Associates, New York, to handle its 
account. Harry H. Field is account 
executive. The agency has leased 
additional office space at 347 Mad- 
ison avenue. 


. . . 

Joins ‘Coin Journal’ 

Parker Thorne has joined Coin 
Machine Journal, Chicago, as assis- 
tant advertising manager. He has 
been with The Bridge, credit union 
publication. 


Union Pacific 


PAYROLL 


$27,000,000.00 in 
Nebraska- iowa 


In Omaha the Union Pacific Reilroed 
employs more than 6,000 persons; © 


Nebraska, 9,000; in Council Bluffs, !,000- 


The Union Pacific's annual Omaha payro! 
exceeds $10,000,000.00; for Nebraste 
$15,000,000.00; for Council Bluff* 
$2,000,000.00. 


. just one of the big sources of sper 
ing power in the heart of the grt?’ 
Nebraska-Southwestern lowa market ~ 
yours to command through the 


a A H A 


World- Herald 


Representatives: O'Mere & Ormsbes © 
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silroad 


Popularity and Power are still the passwords to radio success in the 
vast Texas market. 


The stations of the Texas Quality Network are first in popularity in 
their immediate markets of Dallas, Ft. Worth, Houston and San Antonio. 
Consumer and dealer surveys prove it. Advertisers know it! 


The rest of Texas—the other 600 incorporated towns and the rural 
areas—are served the same NBC, TON and local productions heard in the 
4 key markets. They are heard because TON has power—105,000 watts— 
4 times the day power and 10 times the night power of all competing 
Texas network stations combined! This power sends TQN programs 
clear and strong to 97% of all Texas radio homes plus important parts of 
Oklahoma, Arkansas and Louisiana! 


‘It’s the Q : Power and Popularity—the Texas Quality Network has both. And 
that counts" TQN is the only Texas network that does have both. 


THE TEXAS QUALITY NETWORK 
WFAA-WBAP KPRC WOAI 


DALLAS FT. WORTH HOUSTON SAN ANTONIO 
Ask for Texas Quality Network Standard Market Data Brochure 


EDWARD PETRY & COMPANY, INC. 
NATIONAL REPRESENTATIVES 
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It's Orchids to 
Thomas Young for 
Unique Document 


(Picture on Page 31) 

Philadelphia, July 27.—Appar- 
ently inspired by the exotic quality 
of its stock in trade, Thomas Young 
Nurseries, Inc., largest grower of 
orchids in the world, this week 
stepped out of the beaten path to 
release its annual corporation report 
im a manner that drew hearty ap- 
plause from _ stockholders and 
enthusiastic nods of approval from 
lovers of the graphic arts. 

Although orchids mean _ serious 


wt 


More different Denver families read The Family Circle than read 


all four women’s service magazines combined . . . or all three 


their fragrance and romance were 
used to conceal as effectively as 
possible the drab statements of 
assets and liabilities that must in- 
evitably be given notice in any cor- 
porate report. 

The document’s format strikes 
the keynote for the surprise that 
is to follow. There are 16 pages 
and cover, 814 by 1034 inches in 
sizes, designed and printed with an 
artistic simplicity which suggests 
the aristocratic dignity of the orchid 
itself. The cover is graced with a 
full-color reproduction of an orchid 
bloom. The inside pages are laid 
out with simplicity to tell their 
story as clearly as possible. The 
actual financial report, to which 
three pages are devoted, is set up 
in a self-explanatory style which 


makes sense even to the uninitiated. 
The report’s editorial contents 
affords Thomas Young officers an 
opportunity to tell something of the 
company, its background, facilities 
and sales promotion efforts. 
Designed and produced by Frank- 
lin Printing Company, the brochure 
will probably be preserved by all 
who receive it as a brief containing 
interesting and little-known facts 
about a famous flower which once 
kept lonely vigil in the jungle but 
which now is the glory of wives, 
sweethearts and mothers. 


Gets Burner Account 


C. Church More & Co., Los An- 
geles, has been named agency by 
H. C. Little Burner Company, San 
Rafael, Cal. 


Schuler Transferred 
by Westinghouse 

Harold S. Schuler has been ap- 
pointed Pacific Coast district sales 
manager of Westinghouse Electric 
& Mfg. Company, succeeding Ear] 
W. Nilsson, resigned. Mr. Schuler 
was formerly a division manager 
of the apparatus advertising depart- 
ment at headquarters at East Pitts- 
burgh, Pa. 


To Install Televisuals 
Bloomingdale Brothers, Inc., New 
York, will be the first to install 
Televisuals, a new series of mer- 
chandising films produced for de- 
partment stores by Audio Produc- 
tions, Inc., Long Island City, N. Y. 
Marking the first commercial appli- 
cation of television, the films origi- 
nate and are received in the store. 


MORE readers than 


any National Magazine! 


leading weeklies combined! 


Big-city strength gives The Family Circle extra sales-stimulating 
power. In Denver, 46.6% family coverage—in Washington, 56.6% — 
in San Francisco, 33.8% —in Dallas, 30.3% —in Cleveland, 24.9%— 
in Seattle, 24.8% ... this penetrating coverage of important 
markets is made possible because The Family Circle is available 


only in important chain groceries, located mostly in big cities. 


Available every week to active housewife-shoppers . . . more 


than 1,400,000 of them .. . every one a Family Circle reader 


by choice . . . because they really enjoy it. 


The cost is low . . . only $2800 a page . . . for these 1,400,000 cus- 


tomer-families . . . in your best markets. 


THE FAMILY CIRCLE 


“Every reader a customer” 


NEWARK 


NEW YORK 


CHICAGO 


more, 


Cleveland Richmond 
Dallas Sacramento 
Denver Salt Lake City 
E] Paso San Diego 
Fort Worth San Francisco 
Little Rock Seattle 
Oakland Spokane 
Oklahoma City Tacoma 
iladelphia ashington 
SAN FRANCISCO Portland, Ore. Wilmington 


Circulations of leading magazines in 


THE FAMILY CIRCLE 
Women's Service Magazines 


Woman's Home Companion 12,391 
McCall's 10,959 
Ladies’ Home Journal 10,793 
Good Housekeeping 10,475 
Weekly Magazines 

Liberty 14,593 
Collier's 12,857 
Saturday Evening Post 12,519 


More different Denver families read The 
Family Circle than all four women’s 
service magazines or all three leading 
weeklies combined! 


In these cities of 100,000 population or 


homes than any national magazine. 


Denver 
36,950 


The Family Circle goes into more 


| ing. 


| 


| 


‘Bank Night’ Plans | 


Hit as Promotion 
Aid in Wisconsin 


Authorities Crack Dow 
on Schemes as Viola. 
tion of Lottery Laws 


Milwaukee, July 27.—Following , 
recent decision by the state supreme 
court ruling “bank night” a lottery, 
district attorneys in various coun. 
ties are putting a stop to all form; 
of theater games as well as weekly 
drawings by merchant groups. 

An example is the ruling by Dis. 
trict Attorney Hugh F. Gwin, who 
has notified merchants in Neillsville 
Abbotsford, Greenwood, Granton. 
Owen, Loyal, Thorp and Humbird 
that they must discontinue weekly 
drawings for prizes by Aug. 1 or 
face prosecution. 

Customers of the merchants have 
had to register only once to be 
eligible for all subsequent drawings, 
which have been held for the past 
three years. The prizes have been 
donated by the merchants. The 
only requirement was that the win- 
ner be present when his name was 
called at a weekly drawing. 


Theaters Restrained 


In Beloit, the Wisconsin Theatre 


Enterprises were restrained by Cir- 
cuit Judge Jesse Earle from playing 
“shekels” in its three houses. The | 
game involved an advertising plan | 
with local merchants and questions | 
about merchandise which those who 

held lucky numbers were required 

to answer. 

The theater operator contested 
the district attorney’s action against 
the plan on the ground that it did 
not come under the state supreme 


otherwise. 

Referring to affidavits signed by 
some 200 local business men, pro- | 
testing that the game was neither 
a lottery nor a public nuisance, and 
that it was of value to them as an 
advertising medium, Judge Earle 
held that “while it may be conceded 
it is of some value to merchants, 
and at no charge, that question is 
not involved in the case as they are 
in no manner interested in the mat- 
ter, except to receive some free ad- 
vertising. The affidavits are there- 
fore ruled out as being neither com- 
petent, relative or material to the 
issue in the case.” 


Plan Ruled Out 


court’s ruling but Judge Earle held 


“Treasure Chest,” an advertising 


7 


4 
a 


— oe 


plan operated by the Kenosha 
theater in Kenosha was ruled out 
by Attorney-General John E. Mar- 
tin. The theater advertised that 
each week it would give away $200 
to a person who would register at 
the theater or at the stores partici- 
pating in the plan. 

Herman J. Eggert, operator of 4 
sporting goods and stationery shop 
here, was successful in securing a? 
injunction restraining the city from 
operating bingo concessions at its 
Mid-Summer Festival, which closed 
an eight-day run on the lake front 
July 23. 

This move was regarded as 4 
preliminary step in future action © 
eliminate bingo played under the 
sponsorship of church and fraternal 
organizations. Such games have 
been left unmolested in the past bY 
local police. Eggert complain ; 
that bingo and similar games ® 
chance are interfering with the 
come of small business men. 


Elkhorn Bars Lottery 


The Elkhorn city council b# 
adopted an ordinance which bars 
types of gambling and otter 
games. The measure is aimed s?* 
cifically at a multiple dividend - 
under which the Fleming & Arnol 
Drug Company is distributing ©” 
pons and giving a prize each mo™ 


Chief of Police Harry Ward o 
brought action against the firm * 
the case is pending before Cou™ 
Judge Roscoe Luce. 


July 
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|] HEADLINERS’ 
TRIBUTE ] 


This month the National Headliners’ Club is 
awarding a gold plaque to John Knott. It is the 
newspaper fraternity’s tribute to the nation’s top- 
ranking cartoonist of the year. 


Pa fie 
a 


For Mr. Knott it is just another honor; to The 
Dallas News it’s another tribute well earned by 
one of its veterans. 


To the people of Texas—particularly those of the 
Dallas area—The News holds its position of news- 
paper supremacy because it embodies for them 


the thoughts and work of such staff members as 
Mr. Knott. 


| 
: 
“Old Man Texas” 
Most famous of Knott 
creations, 
a. The Dallas News employs the largest, the oldest and—by 
t if Pe evidence such as this—perhaps the best newspaper organi- 
BG fh i) zation in Texas, at least. 
a ee iy Such facts as this—behind bare circulation figures—have an 
( fe ie importance to advertisers that should not be overlooked. 
: Bi Sell the readers of The News and you sell the best market in Texas. 
PSY HE DALLAS Morninc NEws 
et | eee . 1 
fh Bie, Texas’ Major Market Newspaper 
a @ (bk 
“Py B £55 8 
ol yee oS John B. Woodward, Inc., Representatives 
+3 i: ’ F z 
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Officers of 
Radio Artists 
Ponder Deadlock 


Chicago, July 28.—Officials of the 
American Federation of Radio Ar- 
tists were in a huddle at the Ste- 
vens Hotel, pondering strategy in 
their demands for a higher wage 
scale for local radio talent, particu- 
larly announcers, aS ADVERTISING 
AGE went to press today. AFRA 
held a membership meeting Tuesday 
night, Secretary Ray Jones report- 
ing that members voted unani- 
mously to authorize the board to 
take any action deemed advisable. 
The board held a prolonged session 
Wednesday night and Thursday 
without reaching any definite deci- 
sion and Mr. Jones summoned Na- 
tional Secretary Emily Holt and 
other executives of the organiza- 
tion. 

Sidney Strotz, Western manager 
of the National Broadcasting Com- 
pany, and chairman of the agency- 
broadcasters’ committee, expressed 
the conviction that there would be 


no strike, and that a new code 
would be formulated. 


How Code Would Work 


During the week the committee 
released a statement presented by 
R. J. Scott, of Schwimmer & Scott 
Advertising Agency, at a meeting of 
the two committees July 5. Mr. Scott 
gave numerous illustrations of the 
hardships which would be imposed 
on local advertisers by the new 
code, the following being one: 

“In Chicago, on one of the Class 
B_ stations, there is a program 
known as the Night Watch which 
runs from midnight to 4 a. m. The 


time cost for this program is $400) 


per week. According to the sched- 
ule of rates AFRA has set up for 
announcers, the announcer cost on 
this program would be $448 per 
week,” 

In a statement released simul- 
taneously by Mr. Jones, he charged 
that pay of announcers is inade- 
quate, both for staff and free lance 
announcers; that work is unfairly 
distributed among staff announcers, 
and that staff and free lance an- 
nouncers have been forced into un- 
fair competition with each other, 
because employers played one 
against another. 

“There is no reason why the bur- 
den of not increasing the advertis- 


ers’ cost should be placed entirely 
upon the shoulders of the talent,” 
said the statement. 


New Chain Letter 
Gag Substitutes 
Wives for Money 


Cleveland, July 26.—Something 
new in chain letters showed up this 
week when Walter Butcher, vice- 
president of The Bayless-Kerr Com- 
pany, received a letter which 
substituted wives for money as the 
consideration involved. The idea 
had apparently taken hold. 

Whether or not Mr. Butcher 
bundled up his wife is not known. 
The letter read as follows: 


RENO PROSPERITY CLUB 
FAITH HOPE CHARITY 


This chain was started in Reno in 
the hope of bringing happiness to 
all. Unlike most chains, this one 
does not cost any money. Send a 
copy to five male friends, then 
bundle up your wife and send it to 
the person that heads the list. 
When your name works up to the 
top of the list, you will receive 
15,625 women. 

Have faith. Do not let the chain 


isin, 
manage 
©Orporations 


@ dollar, among active 
Ment-executives 


Wall Street Journal SELLS Tia 
Wanagement Executives 


+++ Gives you more readers, per 


break. Let the good work go on. 
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MODESTY TRIUMPHS 


MOTORISTS WISE 


DON'T LET THE HOT SUN 
RUIN YOUR CAR'S BEAUTY 


Sumoniz makes tomse finishes last loo 

iora trom fading A 
alee easy to keep close 
dry cloth 
jom secessary. So, seve 
it today end your 
be lovely to look at! 


acd beeps their 
Somonined car 


Dust wipes sight off with « 


by Simoniaing. Dx 
i) always 


artwase 
1a qrecery, aut = shes, THE SIMONIZ COMPAN) 
bsg eebune 20d garages everywhere CHICAGO. U.8.A. 


Latest Simonize copy appearing in na- 

tional magazines discloses that the pretty 

damsel who was last seen in an old- 

fashioned scrubbing tub is now fully 
clothed. 


Stanco Signs for 
Million Dollar 
Spot Radio Drive 


New York, July 27.—Stanco, Inc., 
became one of radio’s big spot users 
this week when it took time on 51 
local stations throughout the coun- 
try to promote Nujol and Daggett 
& Ramsdell’s cold cream. The an- 
nual appropriation for the two 15- 
minute, five-times-a-week shows is 
estimated to be close to a million 
dollars, one of the largest budgets 
now devoted to non-network radio 
advertising. 

Spot was chosen, according to 
McCann - Erickson, the agency 
handling the account, partly be- 
cause the company had a better 
choice of time on local stations. 

The Daggett program is a strip 
known as the “Career of Alice 
Blair,” while the Nujol drama is 
called “Meet Miss Julia.” Origi- 
nally, Stanco tested the two strips 
simultaneously in seven cities for a 
period of 13 weeks, intending to 
use the more popular one for Nujol. 
However, careful checkups of sales 
and audience reaction revealed 
little choice between the two and 
it was decided to present one for 
Daggett & Ramsdell, a division of 
Stanco. 


Additional Spots Planned 


The two strips will be augmented 
in many areas by the use of a new 
type of one-minute commercial an- 
nouncement, which is described 
elsewhere in this issue. Both shows 
are produced by McCann-Erickson 
with transcriptions made by World 
Broadcasting System. 

Stanco will support the radio pro- 
gram with consumer advertising in 
other media, details of which are 


not yet complete. Strong dealer 
merchandising will be conducted 
through the radio stations and 


jagency executives are now touring 
' . 

the country, presenting the mer- 
| chandising plan to the stations. 


| Clutterbuck Joins 


| Stanley Clutterbuck has joined 
| National Automobile Dealers Asso- 
ciation, Detroit, as field representa- 
tive. He will make his headquarters 
in New York. 


ie 


Minute Programs 
Win Friends for 
Biscuits, Flif 


Abbreviated Shows 
Pack in Surprising Var. 
iety of Elements 


New York, July 27.—What is con. 
sidered in radio circles to be one 
of the most important innovations 
in spot broadcasting is a new type 
of one-minute transcription which 
Stanco, Inc., and National Biscuit 
Company are successfully exploit. 
ing in different parts of the country, 

Developed by McCann-Erickson, 
the agency for both advertisers, the 
miniature programs are a combina. 
tion of music, song and advertising 
message, so blended that the “curse” 
of commercial flavor is removed. 


Win Quick Acceptance 


Stanco originally put its minute 
show, which is known as “Fit 
Fairy Tales,” on the air last spring 
as a stop-gap to hold dealer inter- 
est pending production of a much 
larger program. Not only did re- 
tailers express hearty approval of 
the innovation, but listeners wrote 
in asking for times when the next 
Flit tales would be broadcast. So 
popular did the midget program 
prove that when Stanco’s big strip 
show went on the air in many 
places the minute announcements 
were retained. 

Typical of the National Biscuit 
transcriptions, which are known as 
“Swing Jingles,” is one whose script, 
set to music, runs: 

One little, two little, three little 
Indians, 
Four little, 
Indians 

Held a pow-wow 

And all did agree 

The bread that’s a wow, 
Is N-B-C. 

The first little Injin said: “Ugh! 
Me always go trading post and get 
big loaf with blue bull’s eye and 
yellow letters NBC.” 

The second Injin said: “National 
Biscuit Company know how to 
bake. Have forty years experi- 
ence.” 

And the third Injin said: “My 
squaw says NBC is tattooed with 
Red Seal of Good Housekeeping, etc. 
Then the Indians danced in single 

file 
And each one wore a great big smile 
’Cause right inside of every tepee 
Was a delicious loaf of N-B-C. 
Here’s baker’s bread from the 

grocery store, 
It’s NBC—yet it costs no more.” 

The Stanco series consists of 30 
different tales which are rotated, 
while National Biscuit is using 4 
jingles. Other national advertisers 
are also reported to be considering 
adoption of the new technique. 


G-E Traces History 


of Television 

A comprehensive review of tele- 
vision developments during the past 
decade was included in General 
Electric Company’s quarterly report 
to stockholders. 

The first public demonstration, !* 
was recalled, took place Jan. 11, 
1928 in the home of Dr. E. F. W: 
Alexanderson, G-E engineer. 


five little, six little 


Adams Joins Syndicate 
Ross T. Adams, vice-presiden' 
and director of the Kellogg Com- 
pany, Battle Creek, Mich., until last 
October, has become a partner in @ 
group of United States and Cana- 
dian interests which control a num 
ber of fiber container manufactu 
ing companies operating in. 
country, Canada and Great Brita” 
Mr. Adams will be located in Battle 
Creek for the present. 
— 


MAILING SERVICE 


Multigraphing — Filling" 
Addressing - Mimeographint 
THE LETTER SHOP, Inc. 


440 So. Dearborn St. Wabash 
CHICAGO 
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{2 Universities 
Plan Type Test 
for Students 


Cheltenham Bold Wins 
Initial Lay Poll on 
Readability 


Boston, July 27.—Following an 
experimental test at Boston Univer- 
sity, “Direct Advertising,” published 
by the Paper Makers Advertising 
Association, has induced 12 other 
universities to conduct a type test 
poll of students during the coming 
year. Carl P. Rollins, printer to 
Yale University, chairman of the 
type test committee appointed, will 
develop a uniform type test sheet 
and will have charge of all details 
of the poll. 

The ancient Cheltenham Bold was 
selected as most readable by stu- 
dents at Boston University in the 
initial poll, with two modern faces, 
Baskerville and Futura Medium, 
ranking second and third, respec- 
tively. Other type faces included 
in the dozen proffered to the stu- 
dents were Century, Garamond 
Regular, Scotch, Caslon, Girder 
Heavy, Garamond Bold, Bodoni 
Bold and Bodoni Regular. Inas- 
much as the first poll was conducted 
rather hastily, the sponsor is by no 
means convinced that results will 
be confirmed by the subsequent 
tests. 

Mr. Rollins, chairman of the com- 
mittee, is approaching the survey 
in a realistic spirit, as the following 
announcement from his pen indi- 
cates: 

Has Open Mind 


“No one knows what is the most 
legible type face. The psychologists 
have had their try at determining, 
but they have taken the matter far 


PITTSBURGHERS GET AUTOMOTIVE INDIGESTION 


Saturday at 


ge of the savings this eve 


i —_————- 
m® YOUR FIRST OPPORTUNITY 
TO BUY THE FAMOUS 


Firestone 


HIGH SPEED TIRES — - 


AT THESE UNHEARD OF 


HERE'S the ovrstanding ti 
walue for QUALITY —ENDURANCE 
—MILEAGE ead ECONOMY 

Here's s ure kaown everywhere 
for ts superiority io VALUE sad 
SERVICE. 

TENS OF MILLIONS of these 
High Quality High Speed Tires 
have been sold 

The eoviable repurstion of 
Firestone wes built with this 
marvelous ure! 

Here's » tire kaowa for years 
40 every car owner as the 
MASTERPIECE OF TIRE 
CONSTRUCTION. 

Here's your One Opporwar 
to buy HIGH GRADE, cime 
proves Firestowe High Spee P 
Gum-Dipped Tires a these @ 
SPECIAL BARGAIN PRICES 

COME IN TODAY WHILE 
STOCK LASTS—SALE ENDS Y 
JULY 29% 


GET OUR LOW PRICES 
BEFORE YOU BUY/E 


SALE ENDS JULY 29 


MeCanns Butter... .. « 2 
Assorted Cookies . Sic. . . 2 Ibs. 


Krispy Crackers . 
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The best food values in Pittsburgh and a big sale of tires in the 
Parking Garage. Charge new tires on your food bill and take 
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Citizens of Pittsburgh may now charge their tires and pay for them when they 


pay their grocery bill, according to this 


copy running in Pittsburgh newspapers. 


more concerned with the lingo of 
their trade than with the capacity 
of the ordinary reader. The com- 
posing machine people have also 
given much time to the problem, 
but they have, for good reason, been 
too much concerned with the sale 
of matrices and machines and influ- 
enced by the advertisers’ demand 


for novelty, to treat the problem 
scientifically and dispassionately. 
“The present undertaking is nei- 
ther psychological nor commercial. 
It does not pretend even to be ‘sci- 
entific.’ It cannot, by the nature of 
things, be either complete or defini- 
tive. It is simply an attempt to get 


too seriously, and they have been 


an unbiased poll of many general 
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: : The farmers like 
— WCCO 

better than 41 
competing stations 
combined 


twice as many farmers as the next ranking station! 
In lowa (where WCCO conservatively claims one 
percent coverage), WCCO is neck and neck with 
the winner! And in the Dakotas (of which less than 


10% is in WCCO’s primary listening area), the 


FE 


overwhelming. WCCO is a way-in-front FIRST... 


In Minnesota, the farmers give WCCO a 165% lead 
over its nearest competitor, and a 275% lead over 
any other Twin City station! The home state, how- 


ever, is only the beginning of WCCO’s dominant 


readers as to what they think is the 
most readable type out of a dozen 
different and mostly unrelated type 
faces. It has no ulterior motive: no 
person connected with any type 
foundry or type casting machine has 
any connection with it. While the 
results of such a test will be, we 
believe, of great interest, and will 
be free to anyone to use, we are not 
trying to prove a point. 

“The committee has been chosen 
from persons who are at work with 
practical printing problems every 
day, persons who, themselves, do 
not know what the best type face 
is. Probably there is no one best: 
but it will be worth while to dis- 
cover if we can, uninhibited by 
psychological or commercial pre- 
sumptions, what the average reader 
thinks is the more legible type 
face.” 


Modess Feature 
Spurs Expanded 


Summer Campaign 


New York, July 27.—‘Moisture- 
zoning” became a new sloganized 
selling point this week as Personal 
Products Corporation began one of 
the largest campaigns it has ever 
conducted for Modess to promote 
an improvement in its sanitary nap- 
kin. 

The new drive marked the inclu- 
sion of newspapers as an important 
item on the Modess advertising 
budget. Three hundred line copy 
is appearing in rotogravure in 48 
key markets, and newspapers in 100 
other cities will be used. Full pages 
are slated to run in a long list of 
women’s magazines. 

Copy in the new series mentions 
several old claims of Modess, such 
as softness and _ safety, besides 
stressing the new development. 
“*Moisture zoning’ acts to zone 
moisture—hold it inside the pad, 
away from the body,” it is claimed. 
“Now, longer than ever before, 
Modess sides stay dry, soft, chafe- 


ORTY-TWO stations vie for the favor of the 


Northwest farm audience. But the verdict is 


free.””’ Young & Rubicam is in charge. 


Puppet Show 
Depicts Methods 
of ‘Screwdriver’ 


(Continued from Page 1) 


quent intervals. It depicts the ad- 
ventures of a puppet motorist of the 
screwdriver variety, and indicates 
how easy it is for him to snarl 
traffic and set the stage for serious 
accidents. 

The Shell courtesy crusader car, 
a cream colored coupe with a red 
and yellow streamline around the 
body and equipped with sound 
amplifiers, is operated in coopera- 
tion with the local police, who are 
glad to work with Shell in its 
“share the road” campaign. One of 
the police officials usually rides in 
the car and points out traffic viola- 
tions of inconsiderate motorists in 
a stentorian voice which causes 
considerable embarrassment to the 
guilty one. The puppet show 
usually makes a special stop at one 
or more local high schools on the 
theory that the best way to have 
good drivers tomorrow is to educate 
those just learning how to shift 
gears. 

More than 4,000,000 motorists 
have already signed up to help 
Shell dealers banish “screwdrivers” 
from the road, and the company is 
confident that as many more will 
join the crusade as the campaign 
continues through the summer and 
fall and its beneficent effects are re- 
flected in a reduction of accidents. 


R. P. Walden Dies 


Reginald P. Walden, vice-presi- 
dent and director of the sales divi- 
sion of Corn Products Refining 
Company, died July 26 at his home 
in Rye, N. Y. He was 67 years old, 
and had been ill for only a short 
time. He served Corn Products for 


33 years. 


—— 


Northwest's leading 


with more votes than its forty-one rivals combined! 


and city people, too, vote WCCO first! 


(see last paragraph) 


agricultural publications — 


“The Farmer’—which asked its readers, “What 


radio station do you listen to most often?” 


Last year Crossley Inc.—in the largest study ever 


leadership. In Wisconsin, WCCO is the choice of 


undertaken in the area—found that WCCO was an 
unchallenged FIRST in the Twin Cities day and 
night. Now the farmers add their vote and prove 


that WCCO is as welcome on the farm as in the 


city. Here’s proof aplenty that WCCO—alone of 


same WCCO treads close on the heels of the leaders! 


These results were just reported by one of the 


all Northwest stations — provides the key to effec- 
tive selling throughout a whopping big market: 
the urban Twin Cities and the Northwest's far- 
flung farm territory! Why not let us show you what 


WCCO can do to get your product in the hands of 


two and one-half million Northwesterners? Write 


us or your nearest Radio Sales office. 


WCCO 50,000 WATTS - A CBS STATION - MINNEAPOLIS-ST. PAUL 


Owned and operated by the Columbia Broadcasting System. Represented by Radio Sales: New York 


Chicago + Detroit + St. Louis + Cincinnati + Charlotte, N.C. + Los Angeles + San Francisco 
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Dealers Gird for 
Extended Battle 
Over Tire Copy 


Say Newspapers Block 
Outspoken Answer to 
Manufacturers 


New York, July 27.—The contro- 
versy over “bargain” copy in tire 
advertising which flared up early 
this month in many of the nation’s 
key markets still rages, it was indi- 
cated this week, when independent 
dealers charged they have been 
rebuffed by newspapers in attempt- 
ing to place advertising to refute 
the disputed claims. In most in- 
stances where the complaints were 
registered it was said that copy at 
first rejected by the newspapers 
was accepted after revision and 
elimination of “libelous” statements. 

The New York Times, in its July 
23 Brooklyn edition, carried a full- 
page insertion placed by a whole- 
sale distributor, Lou Beller, head of 
Public Service Tire & Rubber Com- 
pany of New York. The copy ad- 
vised consumers to “get the facts 
before buying tires at cut prices.” 
Although obviously an answer to 
Goodyear Tire & Rubber Company, 
B. F. Goodrich Company and Fire- 
stone Tire & Rubber Company, the 
Times required that statements be 
toned down before accepting the 
copy for publication. 


Copy Called Libelous 


In Birmingham, Ala., the local 
Better Business Association at- 
tempted to publish “An Important 
Message to Automobile Owners,” 
which was based on a bulletin of 
the National Independent Tire 
Dealers Association. The Birming- 
ham News rejected the copy as 
“libelous” but a less controversial 
advertisement was printed July 23. 

In a letter to George J. Burgef, 
secretary of the tire dealers asso- 
ciation, E. E. South, secretary-man- 
ager of the Birmingham Better 
Business Association, declared that 
“we find that the local ‘free press’ 
is willing to give us 100 per cent 
cooperation only so long as our 
activities don’t step too harshly on 
the toes of big advertisers.” 

Mr. South also added that “we 
hope that the time is not far dis- 
tant for a change in attitude on 
the part of newspapers who now 
defy public opinion by prostituting 
their columns with dishonest ad- 
vertising, of which these recent 50 
per cent off sales are but a passing 
example.” 

Mr. Burger told ADVERTISING AGE 
today that he feels that newspapers 
are unfair to local tire dealers when 
they reject advertising copy which 
attempts to inform the public of 
the misleading tactics of the major 
producers. “If newspapers are to 
censor copy of independent tire 


Why did that 


|Rules established for tire advertis- |“ 
; ___ | tion, too, is subject to change. 


SALAD DRESSING PRODUCTION IN 1938 
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Salad Dressing 
59.7 Percent (4 


The relative popularity of various types of saled dressings is shown in this 


Department of Commerce chart. 


Total value of the products listed was 


$50,000,000. The percentage figures indicate the relative change as compared 
with 1937 production. 


dealers as controversial,’ he said, 
“they should have rejected the 
manufacturers’ advertising which 
was misleading and which made it 
necessary for dealers to tell the true 
story.” 


Cites Pittsburgh Situation 


Mr. Burger told of an experience 
of a Pittsburgh dealer who has 
spent $200,000 in local newspaper 
advertising in the past decade. This 
dealer attempted to answer the cut- 
price copy of the manufacturers, 
but the Pittsburgh Press refused to 
publish the advertisement unless 
one paragraph was deleted, accord- 
ing to Mr. Burger. The dealer re- 
fused and informed local tire buy- 
ers of the situation by distributing 
10,000 reprints of the Better Busi- 
ness Bureau findings after an in- 
vestigation of tire advertising, and 
19,000 circulars on “truth in adver- 


tising.” 
A Baltimore dealer, Mr. Burger 
related, was also rebuffed in an 


effort to answer the “bargain” copy. 
His advertisement, “exposing” the 
deception included in the manufac- 
turers’ copy, was refused by local 
newspapers. 

The commotion has not yet com- 
pletely subsided in New York. The 
Better Business Bureau here has 
called a meeting for next week at 
which tire distributors will discuss 
the situation. The bureau investi- 
gated advertising printed here and 
found it to be misleading and un- 
fair and “probably in violation of 
both the state advertising law and 
the Trade Practice Conference 


ad hounce back from 


the waste-hasket ? 


SEE PAGE 26 


ers by the Federal Trade Commis- 
sion in 1936.” 

The standards of practice recom- 
mended by the bureau are: Price 
claims should not be used which 
compare a special sale price of a 
tire with the list price, or former 
list price, of a tire priced at a 
higher level; and claims of savings 
based on a manufacturer’s list price 
for any brand and size of tire 
should not be used when the list 
price is not the price at which such 
brand and size has usually sold at 
retail in this community. 

The bureau asked both local and 
national tire advertisers to, observe 
these recommendations, not only in 
newspaper copy but also in dealer 
displays and circulars. It also re- 
quested newspaper publishers to 
refrain from accepting advertising 
containing statements which violate 
the recommendations. 


Strike Hands Buick 
Setback in Race 
for 1940 Honors 


(Continued from Page 1) 
progressing rapidly with prepara- 
tory work when the strike came and 


in event that labor troubles are 
ended soon, may yet be able to 
make its announcements early in 


September. Other divisions of Gen- 
eral Motors are also well advanced 
with die work. 

No advertising schedules of Gen- 


eral Motors have been canceled, ac- 
cording to agencies, but this situa- 


Meanwhile, indications are that 
|Packard will be the first to an- 
nounce 1940 models, with initial 


ceremonies scheduled for mid-Aug- 
ust. 


National Screw in 
Birthday Campaign 
Celebrating its 50th anniversary, 
National Screw & Mfg. Company, 
Cleveland, has launched a special 
trade paper campaign to emphasize 
the completeness of its line. 


plated “nut and bolt” cuff links to 
any hardware jobber or dealer who 
can name aé standard headed or 
threaded product that it doesn’t 
supply. 

The agency is 


Fuller & Smith & 
Ross, Cleveland. 


Offers Time Payments 


on Wire Fencing 

Mid-States Steel & Wire Company 
‘has put into effect a time payment 
plan for the purchase of steel fence 
by farmers Buyers will be per- 
mitted to include all allied materials 
and accessories carried by Mid- 
States dealers, including hardware, 
paint and lumber. 


The | 
company is offering a set of gold-| 


Double Tonnage 
of Salad Dressing 
in Eight Years 


Washington, D. C., July 27.—The 
effect on American business of 
changes in the dietary habits of the 
nation is silhouetted by a study of 
the salad dressing, mayonnaise and 
allied industry just released by the 
marketing research division, United 
State Department of Commerce, 
headed by Wilford L. White. Pro- 
duction of these products in 1938 
was valued at $50,000,000 to manu- 
facturers, about twice the value and 
tonnage of 1931. The value is the 
same as 1937, despite a 2,000,000- 
gallon increase in quantity sold. 
Production last year reached 40,- 
000,000 gallons. 

Sales of salad dressing gained 
materially in 1938, accounting for 
about 60 per cent of the total quan- 
tity of dressing produced. This was 
the highest proportion of the total 
in the history of the industry. 

Secretary of Commerce Hopkins 
said that the study proved that con- 
sumers have a distinct preference 
for half-pint containers, 39 per cent 
of the 1938 total number of con- 
tainers being of that size. At the 
same time, the study revealed a 
trend toward larger size jars, quart 
containers showing a_ substantial 
gain at the expense of the pint and 
half-pint jars. 

Distribution of dressings through 
wagon distributors continued to 
account for a larger percentage of 
the total output. Sales through this 
channel have increased consistently 
each year since 1933, the percentage 
for that year being 54, and for 
1938, 68. 

The salad dressing business is 
highly seasonal in its nature, almost 
one-quarter of the annual volume 
being transacted in June and July. 
More than three-fifths of the annual 
volume is compressed into the six 
months from March through Aug- 
ust. Copies of the survey may be 
obtained from the Department for 
ten cents each. 


White Rock Offers 
Quinine Drink as 
Mixer and Tonic 


(Continued from Page 1) 


Q 9 both as a mix for gin drinks 
and for straight use as a tonic. The 


/gin and tonic combination is said to 


have been used first in India, and 
has become popular in England. 
Schweppes, Ltd., England’s largest 
bottler, sells an Indian quinine 
water which is distributed in this 
country by Maxfield & McLeer, Inc., 
New York. Canada Dry Ginger Ale, 
Inc., has included a quinine tonic 
in its line for over a year, and has 
been advertising it in magazines 
this summer. 


“Club Management” 
Sold and Moved 


Effective with the August issue, 
publication offices of Club Manage- 
ment will be moved from Chicago 
to St. Louis. The Commerce Pub- 
lishing Company, St. Louis, has 
purchased the property, though the 
former owner, Patterson Publishing 
Company, retains a substantial in- 
terest and C. A. Patterson will have 
the title of associate publisher. 

The Commerce Publishing Com- 
pany is headed by Donald H. Clark, 


who will be editor and publisher of | 


Club Management. 
publications include 
Banker, Life Insurance Selling, The 
Local Agent, all of St. Louis, and 
Mid-Western Banker, Milwaukee. 


Other Clark 


Mid-Continent | 


ee 


P&G Continues 
fo Expand Spot 
Radio Expenditures 


New Products Intro. 
duced on Station Break 
Announcements 


New York, July 27.—For severa] 
years the biggest spender in net- 
work radio, Procter & Gamble Com. 
pany has increased its spot radio 
activity substantially during the 
past year, at the same time con- 
tinuing to expand its network ex- 
penditures. 

P & G uses spot for three reasons, 
it was pointed out to ADVERTISING 
AGE here today by William Maille- 
fert, time buyer of Compton Adver- 
tising, which places much of the 
soap company’s business. One rea- 
son is that spot is sometimes 
cheaper for the advertiser, another 
is that it is a useful way in which 
to “fill in holes” not adequately 
covered by the networks, and the 
third is to intensify coverage by 
placing a spot program on a station 
which could not be obtained on the 
network used. 

P & G is in a particularly advan- 
tageous position when it comes to 
placing spot business, it was pointed 
out, since it is able to enjoy dis- 
counts by advertising several differ- 
ent products on a single station. 

The soap company uses spot in 
several different ways, including 
quarter-hour transcribed versions 
of its regular network daytime 
serials, one-minute daytime an- 
nouncements and station break an- 
nouncements between evening net- 
work programs. 


Aid for New Products 


Mr. Maillefert said that the latter 
two types had been found particu- 
larly useful in introducing new 
products or new appeals for old 
products. For example, an extensive 
station break campaign for Crisco 
has just been completed during 
which the new “Gyro-Churn” ap- 
peal was featured. 

Mr. Maillefert compared _ spot 
radio as a medium to newspapers, 
in that one of the outstanding fea- 
tures of both is flexibility. An ad- 
vertiser using network radio is com- 
mitted for a considerable length of 
time, whereas a spot advertiser can 
cancel on two weeks notice, change 
his program, and increase or de- 
crease promotion efforts in any 
market to meet competitive situa- 
tions. 

If the best station in each market 
could be bought on any single net- 
work, it was pointed out, one of 
the important uses of spot would be 
destroyed. Mr. Maillefert explained 
that in numerous cases P & G’s net- 
work show in a given market is 
broadcast only over a 5,000 watt 
station, so the advertiser places a 
transcription of the same program 
on a 50,000 watt station in the same 
city and thus gains additional cov- 
erage. 


Yankee Outlet Opened 


A regular schedule of programs 
| was inaugurated last week by Sta- 
| tion W1XOJ, near Worcester, Mass., 
ithe new ultra-high frequency sta- 
tion of the Yankee Network. 
Broadcasting from 8 a. m. to 12 
midnight, the new station promises 
“static-free, tone-pure programs 
for the first time to all cities, towns 
and villages within a 75 mile radius 
‘of Worcester. 


PRACTICAL BUILDER 


PRAC 


“If IT had to choose. I would 
keep Practical Builder.” 


Henry A. Sonnet, Pittsburgh, Pa. 


59 E. Van Buren St. - - - - 


... one of 


70.000 


TICAL BUILDER 


- CHICAGO 
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N TODAY'S advertising, rotogravure owes its place 
> a combination of power and flexibility no less 
ramatic than the electro-magnet’s. For with roto- 
avure it is possible to blanket the entire country 
isolate a single area and, in either case, get 
verage that averages better than one out of 
0 families. 


Equally important, the coverage rotogravure offers is not 
© \y unequalled in mass, but in effectiveness! For the Gallup 
®=search Bureau has proved that rotogravure is one medium 


~> ose advertising pages (not editorial, but advertising!) are 


Tremendous Power 


made Flexible... 


woe Thats Rotogravure! 


@ Flectro-magnets owe their place in industry to the fact that they 
are not only overwhelmingly powerful, but delicately flexible .. . and 


can, with equal ease, pick up an entire car-load of scrap or seek out. 


separate and extract a single miscroscopic splinter of steel. 


seen by more than 80% of the total potential audience! For 
the complete Gallup Research Bureau's report on Sunday 
Rotogravure Sections, write Kimberly-Clark. Because in 
addition to manufacturing Rotoplate, Kleerfect, and Hyfect— 
three of the most widely accepted rotogravure printing papers 
—the Kimberly-Clark Corporation maintains a bureau of 
statistical information and a trained technical staff for pub- 
lishers, printers or advertisers faced with any problem aris- 
ing over the use, preparation or printing of rotogravure 
copy. Please address your request to Kimberly-Clark Corpor- 


ation, 8 S. Michigan Ave., Chicago, Ill., Advertising Dept. 
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Rotogravure IS 
outstanding 
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July 31, 1939 ADVERTISING AGE 9 
. CLAIMS ADVANTAGES . American Weekly, Better Homes| [Industrial vertisin 
Kix Cereal Helps Corning Glass and Gardens, Farm Journal & Men adi hg mae 
7 Farmer’s Wife, Good Housekeeping, 
. . P Woos Housewives The Saturday Evening Post, This A group of Connecticut and 
ral Mills It’s better, Socially, to serve in F ll Driv Week, True Story and Woman’s| Western Massachusetts advertising 
ene 1 a e Home Co j ll advertisi and marketing men have organized 
Ale and Beer from ome mpanion. All advertising : en 
, - ” inte Industrial Advertising and Market- 
2 Corning, N. Y., July 27.—Label- will appear between Sept. 15 and ina Caumeil 
st Farnin S$ a a ing it as “the most concentrated |Qct. 5. The First Three Markets 4 V. Creagh, sales promotion 
00 g owe drive ever made to boost fall house-|Group will be used in the news-| manager, American Chain & Cable 
sarrien wares sales,” Corning Glass Works | Paper field, - 1 _ most — Company, has been named presi- 
° will make an aggressive effort to|™agsazines, will get color copy. €ident; A. W. Tucker, Henry G. 
Consolidated Net at catch the interest of the housewife ee an ong bod o =. gay 2 Son ee: me 
i 1 H afte racati ith office of Batten, Barton, Durstine aven, first vice-president; C. H. 
New High in Spite of wend ae Caer Vere Wem © | Gubern. Winslow, Cuno Engineering Cor- 
heavy newspaper and magazine : , - 
Lower Volume poration, Meriden, second vice- 


Minneapolis, July 27.— Though 
the dollar value of sales was far 
below the peak, consolidated net in- 
come of General Mills, Inc., estab- 
lished a new high of $6,451,225 for 
the fiscal year ended May 31, ac- 
cording to the annual report issued 
today by Donald D. Davis, presi- 
dent. Sales volume amounted only 
to $121,943,449, compared with 
$152,673,157 a year ago. The re- 
port explains, however, that “fluc- 
tuations in the dollar value of sales 
chiefly reflect market conditions, 
and do not indicate any correspond- 
ing variations in demand for the 
company’s products.” The con- 
solidated net income figure com- 
pares with only $4,110,631 a year 
ago. 

The report threw an interesting 
light on the changing scene in the 
baking industry. 


Flour Specialization 


“Demand for and acceptance of 
the company’s products, both in the 
bakery and grocery trade, have 
continued to be _ satisfactory,” it 
said. “The high quality of the 
company’s products has been con- 
sistently maintained, and in certain 
instances material improvements 
have been effected. Increasingly, 
the manufacture and merchandising 
of flour for the baking industry is 
becoming a process of filling specific 
prescriptions especially adapted to 
ndividual requirements, and for 
this reason the steady development 
of the company’s services to bakers 
has been significant.” 

In the field of products sold to 
the consumer through the grocery 
store, the report said, “Continued 
aggressive merchandising and ad- 
ertising have resulted in a gratify- 
ing increase in consumer acceptance 
nd demand. This increase has been 
hown alike in the case of rela- 
tively new products and in that of 

ich a long established product as 
Gold Medal Kitchen-Tested Flour. 
The merchandising of the com- 
vany’s new corn cereal, Kix, re- 
ferred to in the tenth annual report 

‘being rapidly developed,’ has 
resulted in a gratifying consumer 
acceptance.” 

The report said that export de- 
liveries of flour for the year were 
ibout 1 per cent below those of last 
year, but were materially larger 
‘han those of the years immediately 
preceding 1937-38. This result was 

ttained in spite of “the disturbed 

ternational situation and the pol- 
cy of the United States Govern- 
ment in facilitating export ship- 
ents of wheat rather than of flour 
® certain countries.” This policy, 
‘he report said, has seriously mili- 
‘ated against the normal develop- 
Ment of export flour trade. 


Views on Advertising Legislation 


The report contained this signifi- 
“nt comment about advertising of 
reneral Mills: 

advertising activities of the 

‘ny, chiefly directed toward 
utimate consumer, have been 

ively continued throughout 

Federal and state legisla- 
most instances clearly based 
pread public sentiment, has 

to increase the effectiveness 

_ Unc and adequately substanti- 
“eG advertising claims, and the 

ied and consistent policy of 
mpany in this respect has 

it to meet the requirements 

‘egislation with little change 
methods. As in the past, ad- 

* claims for most of the 

nationally distributed 

have been submitted to 
Poa, -Pted by the Council on 
IS of the American Medical 


( 


ta n 
— service division of Gen- 


,» the report said, was op- 
09 stores as of May 31, 
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GOOD PARTY MANNERS! 


“No Deposit” bottles are good 
party mixers—they’re socially ac- 
ceptable everywhere! No matter 
where you go, you'll find that dis- 
criminating hostesses serve from 
“No Deposit” bottles because they 
look better, pour easier~from 
bottle to glass right in the living 
room. And remember, “No De- 
posit” bottles bring you real brew- 
ery flavor! 


HOLDS FULL 12 OUNCES! 


ALE & BEER—BEST IN BOTTLES! 


This newspaper copy is part of an ag- 

gressive campaign being carried on in 

New England to boost the sale of ale 

and beer in the No Deposit bottle. 

Emphasis is placed on the no deposit- 
no return idea. 


1939, engaged primarily in retail 
distribution for rural communities. 
Principal concentrations of these 
stores are in the New England 
states, Minnesota and adjacent ter- 
ritory, and Ohio. However, some 
stores are operated in Florida and 
at certain other points. 

General Mills is working on a 
pension program for employes and 
executives, and to this end has 
placed $3,300,000 aside. The plan 
finally adopted will be submitted to 
stockholders for their approval. 

The company is committed to a 
program of expansion, the annual 
report said. 


Testing New Products 


“It is engaged in the experi- 
mental development and testing of 
additional products,” it explained, 
“in the firm belief that its future 
progress depends not only on doing 
the same things better, but on doing 
new things which will widen the 
scope of public acceptance of the 
company’s products.” 

One of the longest passages in 
the report is devoted to a discus- 
sion of public relations, indicating 
General Mills’ emphasis on this 
subject. 

“The past year has witnessed a 
notable increase in the acceptance 
throughout American industry,” it 
said, “of the conception that those 
who are directly responsible for the 
management of a business are, in a 
real sense, servants of the public, 
and particularly of that section of 
the public which includes their own 
stockholders and employes. A clear 
recognition of this responsibility has 
been the principal guide to the 
management of General Mills, Inc., 
in its relationship to both groups. 


Gain in Public Recognition 


“There has been a gratifying and 
measurable increase in the public 
recognition of General Mills, Inc., 
as a company operated in such a 
way as to promote the best interests 
both of the producers of the raw 
materials which it uses and the con- 
sumers of the products which it 
manufactures. This recognition has 
developed, at least in part, from an 
increasing identification of the com- 
pany itself with its products, so 
that the name of General Mills, 
Inc., is acquiring a steadily wider 
acceptance as establishing a stand- 
ard for high quality in manufactur- 
ing and merchandising. Special 
recognition is due the many and 
loyal distributors through whom the 
company’s products reach their ulti- 
mate purchasers. The continuing 
approval of the company’s products 
expressed in their direct or indirect 
purchases by millions of customers 
remains the determining factor in 
the relationship between the com- 
pany and the public.” 


campaign compressed into a single 
month. Dealers are being provided 
with a detailed breakdown of the 
circulation used in each city over 
25,000, with a comparison with the 
total number of families in each 
community. 

The campaign is heralded as a 
“birthday party,” commemorating 
the first anniversary of 30 to 50 per 
cent Pyrex price reduction, and it 
will also enable Corning Glass 
Works to introduce some new mem- 
bers of its line, including three new 
flameware saucepans and a new 39- 
cent cup set, consisting of six Pyrex 
custard cups. To accelerate the 
economy theme of the campaign, 
Corning will feature several com- 
binations of Pyrex ovenware, among 
them being a casserole and a cake 
dish for $1. 

Magazines on the list include The 


Cultivated Mushroom 
Institute Organized 


The Cultivated Mushroom Insti- 
tute of America has been organized 
by nine mushroom growers and 
canners. H. E. Conrad is executive 
director with offices at 369 Lexing- 
ton avenue, New York. 

A cooperative campaign will be 
launched soon to promote new uses 


for canned mushrooms. Gooch & 
Co., New York, marketing engi- 
neer, is in charge of packaging, 


merchandising and marketing. 


Three to Mutual 


Stations WSIX, Nashville, Tenn.; 
WLAP, Lexington, Ky., and WGRC, 
Louisville, will join the Mutual 
Broadcasting System Sept. 24. This 
group of stations will be called the 
Southern Network. 


president; and Galen Snow, Snow, 
Bates & Orme, Springfield, Mass., 
secretary-treasurer. 


Pequot Conducts Contest 


Pequot Mills, Salem, Mass., 
manufacturer of sheets and pillow 
cases, will award prizes amounting 
to $1,000 in a contest open to ad- 


vertising managers and _— sheet 
buyers of retail stores for the best 
newspaper advertisements built 


around the “Five Extra Values in 
Pequot Sheets.” The contest will 
run from Aug. 15 to Nov. 15. 


Sloan Leaves NARG 


David M. Sloan has resigned as 
publicity director of National Asso- 
ciation of Retail Grocers, Chicago. 
The position will not be filled, in 


keeping with a resolution adopted 
at the recent convention. 


INSTITUTIONS Magazine . 


lowing advantages. . . 
‘over 55,000 copies monthly. 
MEN 

| to PURCHASE. | 

4.A sales producer... 


acceptance and prestige. 


of publishing experience. 


of INSTITUTIONS Magazine 
Nov., 1938 (Audited by — 


Jails, houses of correction, 
penal institutions 


CCA ieee Meathly 


. and advertise your products in 
- the ONE 
publication that offers all ‘of the fol- 


1. Complete, all-inclusive coverage . . . 


2.Read by the all-important RIGHT 
... the men with the POWER 


3.A planned editorial policy that _de- 
velops an intense reader interest. " 


creates wide 


5. Backed by a company with 50 years 


Motels..csecsattadecbanes 8,601 
Hospitals and sanatoriums 6,110 
Schools and colleges..... 3,298 
Could s von eeea elie ene es 5,948 
Homes: schools for deaf, 

blind, asylums, etc..... 1,870 


Gov't. Inst’ns & CCC Camps 1,812 
12,227 


Restaurants... .........+. 2 
Building owners and 

TAMOHOVG » covidecdid ows 3,074 
Real estate departments 

of insurance companies 78 
Steamship lines and dining 

car systems... ..-..«+ 100 
Power and gas companies 290 
Outfitters or jobbers, and 

their salesmen......... 3,743 
Institutional departments 

of department stores... 132 
Architects specializing in 

institutions .........+-. 
Manufacturers and their 

salesmen and agents... 3,627 
Biles. nt Felnd 0 b0m5 04 ie 459 


TOTAL 55,215 


off lense 


—s 


be 


—wrA 
: 
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and practices featured editorially. 


Interest 


generated by 


| _ FQUIPPING — FURNISHING - DECORATING » MAINTAINING - RLMODE\ ("a 


Published Monthly 


The intense reader interest of INSTITUTIONS Magazine is clearly 
demonstrated by the many requests for information received from 


the more than 55,000 readers . 


. . about the products, problems 


This reader interest resulting 


from the planned editorial material is of vital importance to you— 


! 
{ 
| 
: it reflects itself in added 


And more important, you 


of the : reader-buyers. 


interest for the advertised product. 


are assured that the product displayed in 


INSTITUTIONS Magazine will receive the favorable consideration 
The primary functions of these men and 


women with the power to purchase are the equipping and furnish- 


i mg... 


of their institutions. 


INSTITUTIONS Magazine 


A Domestic 
Engineering 
Publication 


(90 


A 
aetezuanrt 


the decorating . . 


. common to all classes of institutions. 


among all classes of institutions. 


COMPOS RMN ON OR ATI AI A OEMS 


seston St 
Profession LLS HEAD GROVE 


. the remodeling . . . the maintaining 


Editorially, INSTITUTIONS Magazine is devoted to these problems 


With its ALL-INCLUSIVE 


coverage, you can readily convert the intense reader interest of 


into a wide acceptance for your products 


Write today for full details on 


circulation and rates or consult your advertising agency. 


PRAIRIE AVENUE 
.. CHICAGO, ILL. 
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""WE WANT 
A 
SPONSOR!” 


WEBR, in Baltimore, 
has 5 top-notch local 
shows ripe for 
sponsorship. 


RAYMOND TOMPKINS 


Nationally Known Commentator 


Raymond Tompkins is particu- 
larly popular in Maryland because 
of his background of Baltimore 
newspaper work. His treatment 
of the news is interesting, impar- 
tial and penetrating. Available 
for 15 minute programs, three 
times weekly. Price: Time charge 
plus $100 weekly (net). 


STUDIO PARTY 
CONDUCTED BY MARTHA ROSS TEMPLE 


Held in WFBR’s Big Studio 
with audience capacity of 250. 
Miss Temple conducts a perfect 
“women’s program” based on 
beauty—food—and family. The 
program is enlivened by George 
Van Dorn’s NBC orchestra, guest 
soloists and visiting celebrities. 
Half hour—daytime. Talent cost: 


$50 weekly. 


‘‘PROGRAM X’’ 


A new audience- participation 
program that has not yet been 
named. Held in WFBR’s Big 
Studio with audience of 250. 
Famous scene from history or 
literature is dramatized; listeners 
selected from audience have to 
guess ‘‘Who— Where —and — 
When?” Cash prize for right 
answer; if wrong answer is given, 
cash carries over to next question, 
building up “jackpot” and _ in- 
terest. Live talent dramatization, 
with George Van Dorn’s 14 piece 
NBC orchestra. Half hour show 
for nightime or Sunday afternoon. 
Talent cost $130. Prize cost $30. 


YOUTH AND THE WORLD 


Through cooperation of the 
Baltimore YMCA, a membership 
of 1500 boys is available for a 
nucleus of a show dedicated to and 
produced by YOUTH! Brent 
Gunts, master of ceremonies with 
Joseph Imbrogulio’s NBC orches- 
tra puts on a fast and furious 
half-hour show. Production and 
talent cost: $100 per broadcast. 


S| 


‘“‘FU MANCHU’ 


A hair-raising thriller of the 
air! That famous character of 
Sax Rohmer’s stories, the insidious 
Doctor FU MANCHU, comes to 
the airways in 39 thrilling 15 
minute episodes. A ready-made 
audience of Fu Manchu fans is 
anxious to tune in! 15 minutes— 
3 times weekly. Transcriptions: 
$35 per program. 


ON THE NBC RED NETWORK 


Trade Practice 
Rules Hit Vague 
Receiver Claims 


Radio Set Manufactur- 
ers Must Restrain Ad- 
_ vertising Copy 


| Washington, D. C., July 26.—The 
|Federal Trade Commission _ this 
week formally promulgated trade 
practice rules for the radio 
manufacturing industry which de- 


representations and a number of 
other practices as “unfair trade 
practices” and subject to Commis- 
sion censure. 

The rules will apply to the manu- 
facture of radio sets, radio parts, 
accessories and related products of 
the industry and to their sale and 
distribution in commerce by manu- 
facturers, jobbers, distributors, deal- 
ers or other marketers. 

The first generalized taboo 
cludes ‘all claims made which can- 
not be substantiated as fact.” No 
set may be sold if the claim is made 
that it is not subject to fading, in- 
terference, static or other electrical 
interruptions, nor may claims be 
made as to reception of distant and 
foreign broadcasts if such cannot be | 
megs No claims may be adver- | 
tised for world-wide continuous re- 
ception. 


Must Prove Price Claims 


The statement that a set “sifts out 
noise or is free from noise” is sub- 
ject to proof as are advertising 
claims that sets are being sold at 
“reduced prices.” Deception § and | 
concealment of the true functions 
of set parts in a manner which| 
might deceive or mislead the pur- 
chasing public are likewise desig- 
nated “unfair.” 

All claims that sets are of the 
latest model or that the mechanism 
has not been supplanted by 
superior type must be literally true. 
Advertising of prices which do not | 
reveal all the costs of accessories | 


2 


is also prohibited. Sets advertised 
as containing a certain 
tubes, inclusive of 
will be considered 
practice. 

These are in general the 
important of the regulations 
/erning specific advertising or 
representations. The rules, 
|ever, go further in a more 


“dummy” tubes, 


an unfair 


most 
gov- 
sales 
how- 
general 


Misuse of Trade Names 


| 
| The defacement or removal of the 
correct name, plate or brand name 
of any receiving set and the re- 
placement by another where the 
tendency or effect is misleading and 
deceiving to the public is named 
specifically as an unfair trade prac- 
tice; likewise the practice of placing 
a small set in a large cabinet to 
make the public believe it is get- 
ting a larger or more powerful unit 
| The imitation or simulation of 
| trademarks, trade names, labels or 
|brands of competitors is likewise 


set | 


fine 17 specific advertising and sales | 


in- | 


| 
| 


| 


| 


| 


and parts, along with the set itself, | 
number of | 


trade | 


WINDUP OF AGGRESSIVE PLYMOUTH CAMPAIGN 


20 TO 9 IS THE FINAL 
SCORE! 


% i maT 


GO SEE THE QUALITY CHART 
ABOUT’ALL THREE’ QUALITY! 


0) 


COUPES | SEDANS 
START AT | START AT 


045) 685 


tasy 10 0 BUT Non 


PLYMOUTH BUILDS GREAT CARS 


This copy, scheduled for August issues of several national magazines, will bring 


to a close a brisk drive by Plymouth Division of Chrysler Corporation, 
minced no words in comparing the qualities of the other two cars in its price 
According to W. W. Romaine, advertising man- 
the theme has proved one of the most successful Plymouth has used in 
several years. 


class with those of Plymouth. 
ager, 


claims for radio reception the exact loins Oo’ Connell 


frequency 
Generally speaking, the term 
|dard broadcast” may be 


bands must be set forth. | 


“stan- | 
made for 


sets with a continuous spectrum Of | fashion ar 


frequencies from 540 to at 


least 
1600 kilocycles. 


Grocers ‘Demand | 
One Cent for 
Empty Containers —— 


Oakland, Calif., July 27.—Return | 
of empty containers to manufactur- 
ers without compensation for the 
retail grocer for handling has 
become a burning issue in the trade, 


|H. H. Sack, vice-president, National 


| ing 


forbidden. The rules further pro- 
vide that there shall be no “com- | 
mercial bribery” in the sales and 


distribution of sets. No money or 
other inducements may be paid by 
manufacturers or dealers to retail- 
ers in order to “push” the sales of 
a particular make of radio. 
discriminatory price arrangements 


| as outlawed in the Robinson-Pat- | 


man act also apply. 

| Other sections of the rules deal 
|specifically with the terms under 
which claims for reception such as 


|“all-wave,” “world-wave,” “world- 
| wide wave” and similar terms may 
| be made. Generally speaking, to 
|make such claims sets must be 


capable of receiving every type of 
| broadcast. Particular limits by kilo- 
cycles are allocated by the rules for 
such representations as “limited 
all-wave,” “limited world-wave,” 
| “limited world-wide wave” and the 


. ike. 


Furthermore, wherever the term 
‘standard broadcast” is used in 
ae eS 
Pa ; 

es 3 
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Association of Retail Grocers, de- 
clared today. 
remuneration for 
was adopted at the association’s 
recent convention at Kansas City, 
and it has become the livest of the 
long list recorded at that time, ac- 
cording to Mr. Sack. 
almost 100 per cent united on the 


this service 


| O’Connell 


Conrad with WIRE 


A resolution demand- | 


The trade is | 


question, he asserted. 
The resolution recited that it | 
costs the retailer about one cent 


each to sort and return empty con- 
tainers and that the large volume 
of work of this kind has become a 
serious burden. While the associa- 
tion does not expect manufacturers 
to revise their price structures to 


take account of this extra cost, it 
does suggest that those introducing | 
new products include the cost of | 
this handling of the container in 
the price established to the con- 
sumer. Other manufacturers will 
| be urged to arrange for compensa- 
tion to the retailer for handling 
empties. 


All 


| Chicago, 


|signed the 


Apollo Metal to Pflaum 
Stanley Pflaum Associates, Chi- 
cago, has been appointed to handle 
the account of Apollo Metal Works, 
manufacturer of pre-fin- 
ished metals. The agency has re- 
account of American 
Nickeloid Company, Peru, III. 


Form Wolaver & Oswald 

E. D. Wolaver and Charles 
wald have organized Wolaver & 
Oswald, an advertising and mer- 
chandising service at 815 Superior 
avenue, Cleveland. 


Heads Hoosier Press 
Foster S. Riddick. 
Mail and Post, Columbia City, Ind., 
has been elected president of the 
Hoosier State Press Association 


Commercial 


Os- | 


OF 25 IMPORTANT FEATURES FOUND 
IN MOST HIGH-PRICED CARS... 


frond 


HAS 9 ~HAS7 


ad & 


which 


Martha Surface has joined R. T. 
Company, New York, 
specializing in copy and contact on 
id cosmetic accounts. 


John Conrad, formerly promotion 
director of WSAI, Cincinnati, has 
been appointed promotion manager 


of WIRE, anchiisitnne 


A 275 County Primary 
Area ? What station? 


First in 


—= 


Food Stamp Plan 
May Be Extended 
to 100 Cities 


Washington, D. C., July 25 
Rapid expansion of the Departmen 
of Agriculture’s stamp plan for the 
disposal of surplus food product 
will be announced within the nex 
few weeks, it was learned today jp 
connection with the inclusion of Des 
Moines, Ia. among the Cities 
already participating. 

While estimates indicate the 
possible inclusion of 100  cCitig; 
within the next fiscal year (ending 
next June 30), the department itsel; 
is now gathering data on which jt 
hopes to base a decision on food 
stamp expansion before Oct. 1. 

To date, the department indicated 
mechanical operation of the plan 
has been satisfactory. In addition 
to the “go ahead” signal on its food 
stamp plan, the department antici- 
pates the launching of a program 
this fall to test a similar setup for 
cotton textiles. In connection with 
the cotton export program arrange. 
ments must be made to care for 
domestic cotton distribution, $14. 
000,000 already being earmarked for 
this. Should the cotton textile 
stamp plan prove as satisfactory as 
that for food, its expansion beyond 
the two or three test cities appears 
assured. 


Hutchinson Names Mathes 


Sperry Hutchinson Company, 
New York, distributor of Green 
Trading Stamps, issued by retailers 
and redeemable for merchandise, 
has named J. M. Mathes, New York, 
to handle its account. 


Mayham Appointed 

S. L. Mayham has been appointed 
director of the board of standards 
of the Toilet Goods Association, 
New York, effective Sept. 1, suc- 
ceeding H. Gregory Thomas, re- 
signed. 


KOWH Moves 
KOWH, Omaha _ World-Herald 
station, has moved to new quarters 


on the top floor of the World-Her- | 


ald bldg. 


‘WNAX 


of course! 


lf WNAX primary daytime area were @ 
single state, it would be one of the most 
remarkable states in the country. 


cash farm income, farm acreage, 


value of farms, autos on farms, trucks on 
farms and so on. 
the story. 


But that's just part of 


= It's more than a tremendous rural market. 
=~ That single state would be tenth in total 


population, eleventh in total retail sales 


* And, 
buy Ht 


of COUr SE, 


you 
"NAX in 
with the 
network at an 
exceptionally low 


rate. 


can 
combination 
lowa 


WNAX. 
The 


facts , 
They're downright important to you. Write 


and twelfth in total radio homes. 


The WNAX Primary Area is worth culti- 
vation — intensive cultivation — through 


are more than interesting 


us for them — or call your nearest Ket 


Agency 


office. 


YANKTON, $.D. + 570 Kilocycles * CBs 
5000 WATTS L.S. © 1000 warrs meet 
Represented by THE KATZ AGENCY 


Key to a 5-STATE, 


$900,000,000 MARKET in the MIDWEST 


sane te 


5 
c 
‘ 
$ 
: 


oe 


[i 


: | ee a 
4 | F : 
7 a 7 oS ’ — | : 
: ee ed 
ow ee 
| aa? +e i | 
nnn ec if 
a me Se 
. | 
ir | 
ail es re | 
a mele A, 
’ 4 | Pal | ] 
| es (Ce Qe Ww ic 
Pe CNY Bae” 6 NY 4 
aa , ' ele? | ih ‘ U 4 ; 
en, p oY iy ete ES, ee ered 3 Par 
| > a | 
ELA La 
“ iottinn. 4 
, SSE ee N 
. a 
: | EDWARD PETRY & CO. 
F shee 
F 2 


ADVERTISING AGE 


3 TOP STATIONS IN 3 TOP MARKETS 


®* WKY, Oklahoma City, KVOR, Colorado 
Springs and KLZ, Denver, are familiar 
spots for spot advertisers. No vague, un- 
proved promise is the power of these 
stations to step up sales in their respective 
markets. Theirs is a vital force that is con- 
‘tantly being measured in dollars and cents 
at the cash registers of retail merchants. 

All three of these stations have been 
fashioned from the same bolt of cloth. All 
reflect the perfect coordination of this insti- 
tution’s men, methods and machinery. 

WKY. KVOR and KLZ present a daily 
ealaxy of sparkling local and network pro- 
“rams that makes a deep and favorable im- 


Pression on listeners. Each is the favorite 


of more listeners than any other station in 
its area. WKY. KVOR and KLZ put on a 
daily parade of sales successes for sponsors 
that makes an indelible impression on deal- 


ers and jobbers. Each has a power to present 


PUBLISHERS OF THE OKLAHOMAN, 


WEKY.e OKLAHOMA CITY | 


OwNED AND OPERATED BY THE OKLAHOMA PUBLISHING 


local merchants with a vivid picture of 
moving merchandise every day. 

And year after year each continues to 
vet more business FROM advertisers be- 


cause it gets more business FOR advertisers. 


COMPANY 


Tue Times, THe FaRMER-STOCKMAN 


UnpbeER AFFILIATED MANAGEMENT 


REPRESENTED NATIONALLY 


THe Katz AcEncY, INC. 
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Public Sentiment and Labor 


The public is generally favorable 
to the right of labor to organize and 
to deal collectively with employers. 
Most industrial executives realize 
this basic fact also, and regardless 
of policies in the past have under- 
taken to establish labor relations in 


line with national legislation and 
public sentiment. 
The difficulty comes when the 


employer is involved in the power 


politics which characterize’ the 
labor situation today. The battle 
for control of the millions in 


revenues represented by majorities 
of dues-paying members in _ the 
great industries has put manage- 
ment on the spot. Industry is be- 
ing squeezed between the upper 
and nether millstones of warring 
political labor factions. 

Recently Armour & Co., along 
with leading national meat 
packers, has been threatened with 
a strike based not upon its refusal 
to bargain collectively with its em- 
ployes, but apparently resulting 
from the efforts of the CIO to take 
the rich domain represented 
by the workers in this giant in- 
dustry. Its quarrel is not primarily 
with the meat packers but with the 


other 


over 


A F of L union which until recently | 


has been the principal labor organ- 
ization in this field. 

Confronted with the possibility of 
a cessation of operations which 


would inflict immediate injury upon 


farmers, workers, distributors and | 
consumers, Armour & Co. has pre- 
sented its case to the public in 


newspaper advertising which has 
contained both a statement of facts | 
involved in this situation and a 
summary of the labor policies of | 
the company and the working con- | 
ditions prevailing in Armour plants. 
The statement was so factual in 
character, so calmly worded and so 
broad-minded in its discussion of 
labor policies in general that the 
same newspapers which printed the 
advertisements likewise carried the 
copy as news and made it the basis 
of editorial comment. 

Because the Armour situation 
typical of what American industry 
|must expect in the future, and be- 
cause we believe that public senti- 
|ment more than ever will be the 


}controlling factor in the settlement | 


lof labor disputes, we regard the 
Armour policy of presenting its case 
| promptly at the bar of public opin- 
{ion as not only sound but the key 
| to successful resistance against the 
destructive effects of these never- 
ending factional conflicts within the 
jranks of labor. 

No major strike has ever been 
successful which lacked public sup- 
port. No industry backed by its 
‘community and the public generally 
| has ever failed to win eventually. 


The Advertising Guarantee 


ADVERTISING AGE has suggested 
editorially that publishers and other 
owners consider seriously 
trengthening and extending the 
advertising guarantees which have 


media 


been in successful use by a number 
of leading publications for many 
years. Current attacks on adver- 


tised products as representing poor 
values deliberate exploitation 
if the consumer give guarantees of 


and 


this kind exceptional value now 
When leading publications nailed 
the advertising guarantee at their 
mastheads the 
need for consumer 
against questionable 
products and fraudulent advertising. 
There no doubt that the greatly 
use of advertising by 
leading manufacturers of legitimate 


early in century, 


there was real 


protection 


ncreased 


products was due in great measure 
the elimination of advertising 
copy which the publisher felt he 
could not indorse through the 
blanket guarantee that all adver- 
ed products were as represented 
Naturally the use of dn advertis- 


ng guarantee requires careful] 


|scrutiny of products and copy, thus 
imposing upon the publisher an ex- 
| prese responsibility ‘which is his 
morally and implicitly, regardless 
of the publication of a guarantee. 
Publishers who have guaranteed 
their advertising to their readers 
over long period have told us 
that in practice the plan works suc- 
cessfully. It setting up 
facilities for passing products 
and copy, and handling correspond- 
with readers who feel that 
have had unsatisfactory ex- 
with advertised goods. 
Not only are these remarkably few 
in number, but in many cases the 
advertiser welcomed the op- 
portunity to contact the dissatisfied 


a 


requires 
on 


ence 


they 
periences 


has 


purchaser who might otherwise 
have continued to be a source of 
unfavorable publicity for a long 


time to come 

The general employment of the 
advertising guarantee by all media 
would strengthen advertising by in- 
creasing in all adver- 
tised products and the copy which 


confidence 


pron ote then 


"We merged.” 


Ad-libbing 


July 31, 


—— 


BOY, PAGE THE MONOPOLY COMMITTEE 


| 


| 


| 


| 


| 
| 


The American Magazine. 


| 


is 


RS 
Tough Guys ‘at the Aquacade during the last 
Our eagle-eyed sleuth covering week, a this unusual vivant 
the semi-rural Wisconsin beat | oo — re eee ae 
'comes up with this newspaper ad- |W! te Fepsi-Cola Company 
—— P pal |sell Pepsi-Cola exclusively in his 
popular Aquacade at the World’s 
'Fair. A contract to that effect was 


Bloody Murder 
Mixed Amongst 
Friday Sippers 


While unsuspecting crowds 
sipped cocktails in a distin- 
guished downtown bar Friday, 
a foul crime of the most 
heinous nature was per- 
petrated behind their backs. 
CLIFF GAYNOR, alias THE 
MUSICAL NUT, mercilessly 
slaughtered Paderewski, Ber- 
lin, Schubert, and others. 


The instrument of death 
was a piano, an unidentified 
contraption composed of tin 
cans and old shoes, and his 
ten fingers. But he killed 
‘em, so help us, he mowed 
‘em down. 


P. S. They were revived 
later by LAVERNE SHAE, 
shapely she-singer and ac- 
cordionist, who shaved the 
day, yes, verily, she wowed 
‘em at the... 


ESQUIRE Cocktail Bar 


and Lounge 


vertisement, which he cautiously 
labels “sample of night club adver- 
tising it is being carried on in 


Sheboygan, Wis.” We give it to 


as 


you as proof that even a little mur- | 


der now and then can be put to 
good advantage by an up-and-com- 


ing publicist. 


More Fighting 

“Pepsi-Cola Makes Great Hit at 
Aquacade — Coca-Cola Sues the 
Fair,” says a release just sent out 
by Pepsi-Cola Company, which, 
contrary to usual tradition in the 
news release business, is signed by 
Valter S. Mack, Jr., president of 
the Pepsi outfit. 

It seems from the release that 
the never-ending legal battle of the 
Colas is now entering the light- 
touch stage, and that hereafter an- 
nouncements of the suits, counter- 
suits, injunctions and counter-in- 
junctions are to be written by seri- 
ous but not too legalistically-minded 
men who are not averse to laughing 
lightly up their sleeves 

“There has been great excitement 


th 


|sale of Pepsi-Cola at the Aquacade 


| ° 
|connected with the matter seemed 


|\the World’s Fair for allowing Billy 


entered into with the written con- 
sent of counsel for the Fair. The 


surprised everybody. It was almost 
immediately a great hit. Everyone 


pleased with the arrangement ex- 
cept Coca-Cola. 
“Coca-Cola started suit against 
Rose to sell Pepsi-Cola. The Fair 
and the Coca-Cola Company ar- 


Information ; 
for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa] 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1521. Certified Reports. 


The Petroleum Transporter has 
issued this survey of the oil trans- 
port industry in the United States, 
which describes in detail the rela- 
tionship between motor transporta- 
tion of petroleum products and the 
oil industry itself. It outlines the 
market presented by transporters, 
and coverage of the market by the 
Transporter. 


No. 1522. The Market of Golden 
Opportunity. 

This market study, issued by the 
Daily Herald, Austin, Minn., con- 
tains data on farming and industry, 
population, spendable income, retail 
sales and other market indices. It 
describes the editorial content of 
the paper and its merchandising 
cooperation, and provides an analy- 
sis of circulation. 


No. 1523. Sales Routes. 

The South Bend Tribune has 
issued this booklet containing route 
lists which cover groceries, phar- 
macies and other outlets in South 
Bend and Mishawaka, Ind. 


No. 1524. 
out It. 
This folder, issued by Radio Sta- 
tion WOWO, Fort Wayne, compares 
the station’s coverage and time cost 
with the seven largest newspapers 
in WOWO’s Indiana listening area 


It Isn’t Complete With- 


No. 1525. Survey of Buying 
Habits and Radio Listening 
Habits. 


ranged an arbitration, the result of 


,/ which came to a peak today (July 
| 21 
21) 


when the legal department of 
the Fair advised Billy Rose that he 
would have to stop selling Pepsi- 
Cola. Billy Rose and his lawyers 
contended they had a perfect right 
to sell Pepsi-Cola within the Aqua- 
cade, and they would go right ahead 
and sell. The lawyers for the Fair 


| said they would send out the police | 


to the Aquacade to stop them. Chief 
of Police Sullivan and Mr. Harvey, 


Sanh : , . 
Chief of Operations, arrived in per- 


son to stop the sale of Pepsi-Cola. 
“The Pepsi-Cola Company se- 
_cured today a temporary injunction 
| restraining Coca-Cola Company and 
the Fair from interfering with its 
contract with Billy Rose and the 
| Aquacade to sell Pepsi-Cola. The 
| temporary injunction was signed by 
Justice Mitchell May of the Su- 
preme Court, Queens County.” 


| 


| 
|Men Over 40 


Monsanto continues to make news 
with its employe magazine. The 
July issue contains a detailed study 
of the age groups of Monsanto 
| workers, designed to show that in 
| this organization, at least, there is 
room for men who have just begun 


to live. Charts show the under 40 
and over 40 breakdown for each 
plant, the total for the company, 


and the relative percentage of those 
over 40 in the total population. In 
the United States plants of Mon- 
santo, for example, the article re- 
ports that 34 per cent of all em- 
ployes are over 40, and that during 
the recession 30 per cent more older 
men were added to the company’s 
staff than were laid off. 


Jottings 


“Have you seen my Daddy?” 
asks a seven or eight-year-old girl 
on the cover of a folder just re- 
ceived. Inside, the girl, shown in 
a close-up, tells you all about her 
daddy, who's looking for a new 
connection, and gives a phone num- 
ber to be called for further details 


Radio Station WQXR, New York, 
|has issued this study which indi- 
leates the brands of dentifrice, tea, 
|gasoline, beer and other products 
|used by listeners and shows the re- 
|sponsiveness of listeners to the sta- 
| tion’s sponsors. 

| No. 1509. Kentuckiana . . 
tentialities. 


This brochure, the second annual 
issue by the Louisville Courier- 
Journal and Times, is a factual sur- 
vey of the Louisville trade area, 
containing a breakdown of statisti- 
cal information to show the mar- 
keting potentialities in the Ken- 
tuckiana area. 


Its Po- 


No. 1519. Route List of Memphis 
Drug Stores. Route List of 
Memphis Grocery Outlets. 

These booklets, issued by the 

Memphis Press-Scimitar, provide 

complete route lists of drug stores 

and grocery outlets in Memphis 

The stores are classified according 

to the median rental of household- 

ers in neighborhoods where the 
stores are located. 


No. 1501. Fleet Owner Surveys. 


A regular feature of Fleet Own- 
er’s service to advertising agencies 
and manufacturers is a monthly 
‘summary of the experiences of flee! 
/operators, each month’s survey co’ 
ering a different subject. The three 
most recent summaries deal with 
engine thermostats, timing s¢4" 
and timing chains, and body hard- 
| ware. 
| 
No. 1508. The Story of Phoen™ 
Arizona. 


This compilation of the first 20° 
cities as they rank in populatio® 
retail and wholesale sales, incom* 
tax returns, telephones and othe’ 
market indices has been issued 
‘the Phoenix Republic and Gazette 
The material is convenient’ 
arranged so that the standing 
Phoenix in each classification ™ 
be seen at a glance. 
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’ quent stories of internal dissension |as far as communications are con- | To Ivev & Ellinaton 
tf le Changes, McNinch Asks in that organization. He came to|cerned, and others. The FCC is) hese — Philadelphia Finale 
y One Man Rule in the Commission about two years | composed of seven members, each ee i... of gas ranges, te i acpi 


ago and began his administration by proconnses by Lay gprs “3 t, ers and furnaces, has appointed 
" 1 discharging a number of the 525 | S¢ven-year term at an ann sala Ivey & Ellington, Philadelphia, as 
Returned Goods Resignation Plea employes required to perform the | Of $10,000. These appointments must | advertising counsel. Harold L. 


: ; ay ee ig ‘ated | be confirmed by the Senate. The! Yoh has joined the agency as ac- 
Washington, D. C., July 25.—|work of the FCC. This inaugurated | ins are staggered so that one ex- | count executive. 


Making the interesting, though | the conflict with his fellow commis- | A Pte t pi 
Boost Costs hardly significant observation that |sioners which is generally regarded | P'T€s each year. The Presiden 


ciieaie oie ’ 
the Federal Communications Com-|as the reason for the creaking Fo Po one sete ae The Ollendorf Appointed 

New York, July 25.—Consumers|mission should be abolished in|the machine. Mr. MecNinch is Sime wee aenied te © , Electric Tooth Brush Company, 
, ire : Settee : y Congress and - : 

have been both the victims and the | favor of a one-man rule, Frank R. holdover from the Hoover admin- can be abolished only by it. Chicago, has appointed C. J. Ollen- 


cause of higher distribution costs, it |McNinch, chairman of the FCC, to- istration. He came to Washington dorf Advertising, Chicago, to direct 


was pointed out this week when the | day told President Roosevelt that|in 1930 as a member of the power eres = advertising. Magazines will be 
Twentieth Century Fund released | he wishes to resign. He said that | commission. sit ‘ies Joins “Farm Journal” | used. 

new findings in its research into | pending the President’s reaction to The Federal Communications Ac Willis R f —— os oe : earner 

distribution costs. this request, he will continue the | of 1934 created the Federal Com- euiadaiehis "Glice ot tevaatae. Textile World” Restyled 


American shoppers so abuse the | leave granted when he became ill | munications Commission to consoli- Fitzgerald, has been appointed Textile World, New York, has 
“returned goods” privilege, it was | some time ago. date duties hitherto performed by | classified advertising manager of|been redesigned and restyled by 
shown, that the average department Mr. McNinch’s reign as head of | the Federal Radio Commission, the | Farm Journal & Farmer's Wife, | Lester Beall. The July issue is the 
store is faced with returns and|the FCC has been marked by fre- | Interstate Commerce Commission, | Philadelphia. ‘first to appear in the new dress. 
allowances which amount to one =4 bo ; SS = = —-—_—-- a 
day's sales out of eight. Consumers| us = 
pay for this extra service through 
higher prices, the Fund reported. 

Other reasons advanced for 
higher distribution costs were de- 
mand by consumers for small pack- 
aged articles, increased variety of 
goods and frequent style changes. 
The insistence on buying staple 
commodities in small packages, it 
was said, is due partly to advertis- 
ing and sales promotion emphasiz- 
ing the advantages of sanitation 
and standardization, and partly to a 
shift in housing habits which allows 
housewives a bare minimum of 
storage space and thus places a 
premium on small packages. 


High Cost of Style 


Commenting on the costs of fre- 
quent style changes, the Fund re- 
ported: 

“The tremendous variety of styles 
and their rapid obsolescence raises 
costs all along the line. Manufac- 
turers must carry a wider assort- 
ment of raw materials, purchase 

em in smaller quantities, and pro- 

le increased factory capacity to 
rush orders. Wholesale and re- 
tail distributors must incur greater 
yperating expenses in carrying 
larger and more varied stocks of 
ods, and run a much greater risk 
inventory loss through failure to 
clear stock before a style change 
necessitates a mark-down.” 

Quoting figures from a govern- 
™ ment survey, the Fund pointed out 
» that about 48 per cent of women 
ho returned goods to a store ad- 
tted that they themselves were at 
ult. The retailer was blamed by 
| 26 per cent, and the manufacturer | 

16 per cent. Another study 
wed that a typical return trans- | 

ction in a large store involves 23 


persons. 


© 


—— 
PE ery 


ftudebaher Qeonnine 
Owner Relations Section 


A new owner relations division | 
been established by The Stude- 
Corporation, South Bend, 
to develop and apply practical 
iethods of facilitating interchange 
it ideas between the corporation 
ind users of its products. 
Joseph A. Martz, former market- 
ng executive, will be in charge of 
‘he new division, with K. B. Elliott, | 
ice-president, as general super- | 
 @ LOOK’s circulation continues UPWARD!* Glance at the 
en chart. Note how LOOK is consistently adding new reader LOOK'S Circulation Record for the 


families to its audience. Past 12 Months Net Paid Average 


THE PUBLIC PAID NEARLY $2,000,000.00 TO READ THE 13 ISSUES IN THE FIRST SIX MONTHS OF 1939 


Rautenberg Promoted 
E Rautenberg has been ap- | 


la sis tant general sales man- Note well that LOOK’s second quarter average for 1939 is 1,600,000 
f Celotex Corporation, Chi- . > ‘ = . Bf Sa ares 
Ad will be eleceedled ne may. | higher than its first quarter. This is a complete reversal of 


‘ser of the Boston division by W.E.| the normal trend of magazine circulation, especially of 


| 


ss _, magazines whose sale is predominantly newsstand. Imme- 
pp diately one asks why is LOOK selling more copies, issue 
_— by issue, regardless of seasonal trend? 

The reason is obvious! The public wants LOOK—wants it 
enough to spend over $150,000 every-other-week to read it. 


LOOK has the kind of reader interest that pulls buyers 
back issue after issue—reader interest that carries every 
member of over 1,500,000 families through it from cover to 
cover—reader interest that brings every reader, young and 
: Fi | old, face to face with every advertisement. That’s why 
ning creulls cast Uhewr shadows. LOOK has become a great selling force. 


N hange in programming or The June 20th issue of LOOK— 1,653,150 
Poucy Better service to Met- x . 1,217,782 


poutan New York including 
5.982.635 foreign citizens 


ere |, aE LOOK is read cover-to-cover by everyone in the entire family 
| | 


3rd 4th lst 2nd 
Quarter Quarter Quarter Quarter 
1938 1938 1939 1939 
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July 31, 1939 


NEW SHAMPOO APPEARS 
DISILLUSIONED 


Here's Good News! 
GOOD-BYE, WILD HAIR 


WOMEN 


Wow of Lest Your Problem is Solved 


Use CAS-O-LAN 


SHAMPOO For That BAND BOX 

’ aeiaes athlete «+» Perfect Mair 

: Grooming You've 

Always Admired 

b Twas 

A ‘ POO 

What's Most Important .. . ‘em caste On 

Cer-O-Leo Shengee Leoves He Bingy $8e Me Dest. econditions and keep 
Catching Deport te © Teer Mere Owe her w perte 

Meters! Shoes end Lestre each app 


THERE “ 


CASTOR O'L 


tow get mareges + 


LANOLIN OLIVE OF71 


heir | 
asing Cov-O-Len vow!!! 


ad 
AT ORUG, DEPARTMENT 
AND 10-CENT STORES 


ee 


he ee cnretet af pene hale oe 
ree! wre seceeT 


Snow wnat TOU set Ute bom? 


waTuats bnamroo 
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HALGAR. INC. CHICAGO, KLINOIS 


Cas-O-Lan Makes 
Daring Bid for 
Shampoo Market 


Chicago, July 26.—Halgar, Inc., 
which a year ago created a sensa- 
tion with Mar-Vo-Kurl, a home 
permanent waving set selling at $1, 
made an equally exciting entry into 
the shampoo field today, with a 720- 
line advertisement in the Chicago 
Tribune addressed to “disillusioned 
women.” Edward F. Roache, radio 
director of Bozell & Jacobs, Inc., 
said spot radio will support the 
Tribune in the six-week test, one 
of Chicago’s 50,000 watt stations 
being in line for selection. 

While Cas-O-Lan shampoo will 
be sold at drug, department and 
five-and-ten-cent stores, initial copy 
placed emphasis on the expert ad- 
vice of beauty operators, urging 
readers to seek their opinion of Cas- 
O-Lan. Mr. Roache said that a sur- 
vey indicated that beauty experts 
are almost unanimous in their ap- 
proval of oil shampoos. Distribu- 
tion among beauty shops is as com- 
plete as among retail outlets 


Ingredients Are Named 

The Tribune copy promised 
“Goodbye, Wild Hair,” and went on 
in this vein: 

“Are you disappointed and dis- 
illusioned over wild, unmanageable, 
brittle and dry hair as a result of 
using ‘new type’ shampoos? Has 
your hair lost its sheen, lustre and 


softness due to harsh chemical 
action? 

“Now at last your problem is 
solved. Use Cas-O-Lan Shampoo, 


the sensational hair conditioner and 
beautifier that conteins nature's 
wonder oils—Lanolin, olive oil, cas- 
tor oil—oils that you and every wo- 
man know are beneficial for your 
hair. These marvelous cleansing 
and protective ingredients have 
been used for hundreds of years to 
condition even infants’ hair and 
scalp. The makers of Cas-O-Lan 
have recently perfected a method of 


emulsifying these oils that gives 


Cas-O-Lan a profuse lather, gently | 


whisking away all foreign accumu- 
lations, without robbing and strip- 
the 


ping natural oils from your 
hair.” 

Continuing, the copy made dis- 
paraging references to “experi- 
mental chemicals, caustic alkalies | 
and alcohol,” and warned of the 
danger of “straw hair,” caused by 
exposure to sun 


Halgar, Inc., feels safe in relying 
on the endorsement of beauty shops 
in spite of its invasion of their field 


with its home waving set, now sold 
in large numbers to the less pros- 
perous segment of the population 
The company takes the attitude that 
Mar-Vo-Kur! will make patrons for 
the professionals in the course of 
time 


Mandel Starts Agency 


J. P. Mandel has organized J. P 
Mandel & Co., an advertising agency, 
in the Merritt bldg., Los Angeles 
Guaranty Union Life Insurance 
Company, Beverly Hills,» Calif., | 
named the agency to direct a news- 
paper, magazine and radio <¢ 
paign 


‘McAdams System 


in Denver 

Walter McAdams, originator of 
| the McAdams system of pre-evalua- 
‘tion, has completed training Ad 
| Craftsman, Salt Lake City agency, 
|and will train the Galen E. Broyles 
| Agency, Denver, in August. 


Drive for Dot Snappers 

Dot snappers, developed two 
| years ago by United-Carr Fastener 
Corporation, Cambridge, Mass., are 
| being promoted in Esquire, Ladies’ 
Home Journal, Life and The Satur- 
day Evening Post. A business paper 
| campaign is also being used. 
& Richards Company, Boston, is the 
agency. 


Starts Photostat Service 
Rapid Reproduction Service, 
photostating company, has_ been 


| 


Heil Dedicates 
Quaint Milk Bars 


in Wisconsin 
Milwaukee, Wis., July 27. — Milk 


|bars are making their appearance 
| around the state as a result of Gov. 


| Julius 
milk sales at least 200,000 gallons | 


Alley | 


organized by Typographic Service, | 


Philadelphia typographer. N._ E. 
Kob, formerly of Philadelphia Blue 
|Print Company, will be manager 
i'when the new company opens Aug. 
14 in the Finance bldg. 


P. Heil’s plea to increase 


a day. Local restaurants and foun- 
tains are carrying placards in color 


with the message, “Co-operate— 
Drink Another Glass of Milk 
Now!” 


At Marshfield, the McCain-John- 
son Company has opened the Clover 
Cream milk bar as “an experi- 
mental venture continuing until the 
value of the idea is proven.” This 
bar represents the introduction of a 
new and revolutionary development 
in milk sales promotion since it fea- 
tures milk served in seven flavors. 

Here attractive lassies garbed as 
dairy maids dispense whole milk, 
chocolate, orange, strawberry, 
cherry, custard and vanilla milk at 


NFORMA 


ww. 
2 


~ PRESENTS 


a 


/a nickel a throw. The new blend- 
ing of these milk drinks has been 
successfully accomplished by Robert 
Reitz and Earl Ostrander of Marsh- 
| field. 


Adopts Fair Idea 


The Boston Store here has put into 
operation on its main floor the only 
scale model of the milk wagon 
shown at the New York World’s 
Fair. Forty-four inches high, 30 
inches wide, 44 inches long and 
weighing 200 pounds, this wagon, 
‘wheeled about by an attendant 
dressed in white, holds 200 half 
pint containers, kept at constant 


even temperature by dry ice. Gov. 
Heil had a hand in the initiation 
services. 


| The governor similarly dedicated 
| July 22 a 20-foot children’s milk 
| bar, installed in the children’s wear 


department of Gimbel Bros. store | 


here. The bar, known as Gimbie’s 


|/milk bar, and decorated with ani- 


|mal cartoons, dispenses Wisconsin | 


|}milk and ice cream. To the first 
500 children coming into the bar on 


| the opening day, accompanied by a 
| parent, a bottle of milk or ice cream 
cup was given free. 


Flexees’ Budget Up 

Artistic Foundations, New York 
will increase its fall budget ten pe, 
|cent for Flexees, using newspape; 
rotogravure sections in addition to 


an expanded magazine list. Hir. 

shon-Garfield, New York, is the 

agency. 

New Press for “Look” 
Look, Des Moines, Ia., has in- 


stalled a new specially designed 
press consisting of eight units. Be- 
ginning with the Aug. 1 issue, the 
magazine will be printed on heavier 
body stock, which provides for 
clearer picture reproduction. 


Joins Whitney-Anderson 


Sheldon Bradley, for the past 17 
|years in the advertising and sales 
|promotion departments of Strath- 
more Paper Company, has _ been 
named manager of the news service 
bureau of Whitney-Anderson Paper 
Company, Springfield, Mass. 
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Court Throws Out 
Suit Charging 


Advertising ‘Waste’ 


New York, July 27.—An effort by 
, policyholder to restrain Metro- 
Life Insurance Company 


* politan 
4 its daily quarter 


from continuing 

hour broadcast because such adver- 
tising is “improper” and a “waste of 
money” was thrown out of court in 


Brooklyn yesterday. 

The plaintiff, Lawrence Shay, 
sought a temporary restraining in- 
junction to prevent the insurance 
company from spending about $10,- 
000 a week for the program. Coun- 
for Metropolitan asserted that 


ture by the insurance company for 
advertising afforded no basis for 
conclusions of wrong doing. 


“Druggist’” Adds Two 


Karl Moore, for 11 years with 
various Hearst publications, has 
joined the New York advertising 
staff of American Druggist, pub- 
lished by Hearst Magazines, Inc. 
R. O. d’Albert, formerly vice-presi- 
dent of Kirchbaum-Liggett Adver- 
tising Company, Cleveland, has 
joined the Chicago advertising staff 
of the same magazine. 


York Chemical to Gray 


York Chemical Works, York, Pa., 
has named Jerome B. Gray & Co., 
Philadelphia, to direct promotion 
of its farm crop fertilizer. 


se] 

the weekly cost was nearer $8,500 
than $10,000, and denied that it 
was a waste. 

Supreme Court Justice Meier | 


Steinbrink, on a motion by defense 
attorneys, dismissed both the ap- 
plication for an injunction and the 


complaint filed by the plaintiff. The | 


court ruled that the mere expendi- 


'Binger Agency Expands 
George M. Binger 


ditional space on the eighth floor of 
the State Life bldg. 


Advertising | 
Agency, Indianapolis, has taken ad- | Completion. 


Yankee Network 
First to Apply 
New NAB Code 


Boston, July 27.—The new code 
adopted by the National Association 
of Broadcasters will be put into ex- 
ecution immediately by the Yankee 
and Colonial networks, John Shep- 
ard III, president of both, an- 
nounced today. While the NAB 
established no date for application 
of the code, Mr. Shepard said he 
saw no reason for delaying its use. 

All new contracts signed by the 
two regional networks will contain 
the following provision: 

“Program material shall be in 
full accordance with the broadcast 
code adopted by the National As- 
\sociation of Broadcasters July 11, 
1939.” 


| Existing contracts which conflict | 


Coast Office Moved 


|with the code will be carried to 
All commercial copy in 
live shows will be adjusted to code 
‘length through cooperation of the 


| arrangements 


advertiser and the station. Special 
will be made for 
clients using transcriptions so that 
those produced in the future will 
conform to the code. 


Chicago Mail Order 


Issues Its Largest Catalog 

Chicago Mail Order Company, 
Chicago, has issued a 476-page fall 
and winter catalog, the largest it 
has ever published. 


The current catalog contains 74 


|more pages than the 1938 fall and 


winter edition, and features a new 
fur coat section. The company is 
following its plan inaugurated last 
year of issuing the catalog in two 
editions. 


Opens Memphis Office 
Dixie Advertisers, Jackson, Miss.., 

has opened an office in Memphis. 

W. Austin Seay will be in charge. 


The San Francisco office of Mc- 
Graw-Hill Publishing Company has 
leased new offices at 68 Post street. 


BROW S susreencr. 


.. and 350,000 grocers agree, when the 
INBC Clue helps Canada Dry increase Sales 23% 


when 
in May, 


it with delight; 


adiitting its entertainment value—labelled the program 
“too highbrow for commercial use. 


lions of listeners. Canada Dry thought otherwise and so 


November 15. 1938 Saw a 
how as a sponsored show. 


Ww 
Nonths. Here was another program that swiftly demon- 


‘trated the selling power of the Blue Network. During 
the first seven months of the program Canada Dry sales 


“erased a 9.2% increase over the vear before. while 


venera | vrocery 


America wakes up on Tuesdays...the night 
“Information Pleases.” 
1938 that 
was first heard as a sustaining program 
over the Blue Network. Alert critics hailed 
fan mail soared: 


Information Please” make its 


Big Boy Blue Blows! 
j Starting with a chain of 43 stations. Canada 
Dry found results so favorable that the list 


was increased to 


sales decreased 3.5%. 


It was back 


“Information Please” 


but radio critics—while 


” Fortunate ly for mil- 


Please.” 


ica Wakes Up on Tuesdays.” 
P- 4 d 


(latest figures on hand), sales of Canada Dry products 
showed a 23% gain over May. 1938! No wonder that 
Big Boy Blue is blowing his horn so vigorously! 


Give yourself something to crow about 


Coming in the mail is your copy of © 


Amer- 


the complete 


P_ SUCCESS story of Canada Dry’s “Information 
Watch for it. 


The same great national medium that 


put the sparkle in Canada Dry sales is available to vou 


in the NBC 


cally located that they are able to deliver vour program 


59 stations. within six 


1939 


For May. 


and rural audience. 


bowl you over. 


work for you. 


Blue Network. 


country—not to mention the cream of the 


NBC BLUE NETWORK 


NATIONAL BROADCASTING COMPANY 


A RADIO CORPORATION OF AMERICA SERVICE 


Fata P 


nini to Tin Pan Alley. 


Its stations are so strategi- 


to 95% of all the major market radio families of the 


small town 


And if coverage like that doesn’t 
you ll be absolutely overwhelmed when 
you find out how little it costs to put Big Boy Blue to 
A flick of the forefinger on the phone 
will bring an NBC representative with the whole story 
(and a contract, too). 


Blue 


...not only middle-brows, but 


“all-brows” tune in 


the Blue, with its programs that reach from Toseca- 


from Shakespeare to Skits 


BEST ANNOUNCER 


Dick Wynne of KVBS was judged the 


best radio station staff announcer in 

San Francisco in the annual contest 

sponsored by Sidney Garfinkel Adver- 

tising Agency. Joe Walters, of KSFO 

and last year's winner, presented him 
with the ‘eon. 


Chaseaen. Founder 
of ‘Rockford Star,’ 
Dies in Florida 


Rockford, Ill., July 25.—Funeral of 
services were held here yesterday d 
|for Roscoe S. Chapman, 71, one of 
| the founders of the Rockford Morn- 
|ing Star, who died in Miami Beach, 
| Fla., Thursday. Mr. Chapman 
| played an important role in the de- 
| velopment of the Rockford paper 
and its companion, the Register- 
Republic, now published under the 
aegis of the Rockford Consolidated 
Newspapers, Inc. 

Mr. Chapman began his news- 
paper career in 1886 as a circulation 
solicitor for the old Rockford Ga- 
zette. Two years later he cast his 
lot with the budding Morning Star. 
When the paper was reorganized in 
1894, he was appointed business 
|manager. He accumulated stock 
|through the years and from 1914 to 
|1927 was co-owner of the paper 
|with the late John V. Riley. In 
1927, his son, Russell Chapman, 
present advertising director of the 
Rockford newspapers, and Mr. 
Riley’s son, John Stewart Riley, be- 
came part owners, and the two 
Chapmans and the younger Riley 
remained in command until the Star 
was merged with the Register- 
Gazette on Sept. 1, 1928. 

When these papers were merged 
with the Daily Republic to form 
the present publishing company, 
Mr. Chapman continued as a vice- 
president and director, posts he a 
held until his death. His early ay 
efforts in the field gave him a grasp a 
of the average man’s conception of % 
the daily newspaper which made 
him an invaluable aid of the editor 
and accounted for much of the suc- 
cess of the papers with which he 
was connected. 


C. F. GLADFELTER 

New York, July 25.—Charles F. 
|Gladfelter, who retired four years 
(ago as an executive of Hearst 
|newspapers, died last week at his 
/home in Scarsdale. He was 68 and 
‘had been in ill health for three he 
|years. In 1914 he became business 
i'manager of the Louisville Herald, 
'and served in the same capacity for 
|the Chicago Herald and Examiner 

from 1924 to 1929. He came to New 

York then to assume charge of buy- 
|ing newsprint and ink as general 
|'manager of Newspaper and Maga- ie 
|zine Paper Corporation, formerly a Ta 
| subsidiary of Hearst Publications. = 


| 


F. R. JOHNSON 

Boston, July 25.—Franklin R. 
| Johnson, advertising manager of 
|United Shoe Machinery Corpora- 


died at his home in Brockline 

last week. He was 74 years old, 
|and had been with United since 
/1901. He was also president of 
|Aetna Portland Cement Company 
and a director of two insurance 
companies and a bank. 


ERNEST E. McGUIRE 
Boston, July 25.—Ernest E. Mc- 
| 


| tion, 


| Guire, 68, former advertising mana- 
ger of 
Mass., 
‘day. 


newspapers in Cambridge, 
died at his home here yester- 
He retired a few years ago. 
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Young Waterman 
Stars in Pen 
Advertising Copy 


New Campaign Will 
Feature Aggressive 
Merchandising Push 


Newark, N. J., July 26.—In an 
effort to rejuvenate its promotion 
and compete more aggressively with 
the merchandising of other pen 
manufacturers, L. E. Waterman 
Company this week released first 
copy in a new campaign scheduled 


for Collier’s and The Saturday 
Evening Post. 
An innovation in the opening 


copy, which is the first prepared by 
Waterman’s new agency, Charles 
Dallas Reach Company, is the ap- 
pearance of Elisha Waterman, vice- 
president of the company. Although 
it has long been known in advertis- 
ing circles that young Waterman 
has been interested in the promo- 
tion angle of the business, it was 
not expected that he would occupy 
the stage as well as direct from the 
wings. Yet the initial insertions are 
all Elisha’s, complete with quota- 
tion, signature and a photograph of 
dominating proportions. 


Waterman’s Own Story 


The campaign, which will be built 
around statements of Mr. Waterman 
on the quality of his company’s 
pens, will gain momentum later in 
the fall when half pages in Collier’s 
and The Post yield to full pages in 
color. The greatest concentration 
of space will occur around the holi- 
day season. Newspapers, which 
have always figured prominently in 
the Waterman budget, will supple- 


ment the magazine space, with a 


schedule including dailies in major | 


ins. 


markets featuring local dealer tie- 


Part of the emphasis in the new 


Waterman campaign, as in the past, | 


is on the 
mechanism. 
pen is more than ever the quality 


point and the filling 


“Today a Waterman’s | 


leader,” says Mr. Waterman. “You 
get more gold in the point. Your | 
Waterman’s holds more ink. It has | 
the simplest, most efficient filling 


device of any pen. And it will make | 


40,000 separate starts and stops on 
a single filling.” 


Stresses Pioneering Spirit 


Although the Waterman name is 
associated by many people with dig- 
nity and conservatism, Elisha points 
out in the copy that in many de- 
partments of pen making, his fam- 
ily’s concern has been at the head 
of the progress parade. The trans- 
parent barrel, sackless self filler, 
hexagon holder, tapered styles and 
even the use of color are claimed as 
Waterman “firsts.” 

Waterman 
tive 


also uses 


illustrations to support its 


statements that more gold goes into | 


the point 


greate! 


and the ink capacity is 
than in other pens. Says 
the copy, “Writing tests on one fill- 
ing challenge any pen. 
no shaking, and neve1 


No coaxing 
a miss!” 


While price is not mentioned in 
current copy, later advertisements 
will feature the gift line of pens, 


elling for $7.50 and $10. 


Agency for Apples 


The Michigan State Apple Com- 
mission has named Brooke, Smith, 
French, Detroit, to handle promo- 


tion of the state’s crop. <A $50,000 
budget for the first year’s promotion 
will be raised by an assessment on 
apple production 


Two for Cabot 


Harold Cabot & Co., Boston, has 
been appointed to direct the adver- 
tising of Hathaway Bakeries and 
Wyman Blueberry Company A & 
Gottschaldt is account executive 


Compton Elects Two 


Gordon Aym: head of the art 
jepartment, and John E. McMillin. 
head of the radio department, have 
been elected vice-president of 
Compton Advertising, N¢é Yor} 


demonstra- 


Hopkins Appoints Two 
To Bureau of Commerce 


Bruce Berckmans, vice-president 
of Berst-Forster-Dixfield Company, 
New York since 1937, has resigned 
to join the Bureau of Foreign and 
Domestic Commerce, Washington, 
D. C., as technical adviser. He will 
be particularly concerned with 
marketing problems. 

Dr. M. Lowell McElroy, formerly 
in charge of statistics and account- 
ing with Millers’ National Federa- 
tion, Chicago, has been appointed 
chief of the market data section of 
the marketing research division of 
the Bureau. He succeeds Dr. Ed- 
ward L. Lloyd, who resigned to 
become vice-president of A. C. 
Nielsen Company, New York. Both 
appointments were made by Sec- 


retary of Commerce Harry Hop- | 


kins. 


Coming 
Conventions 


Aug. 22-24. National Sign As- 
sociation convention, and Interna- 
tional Sign Exposition, Hotel Stev- 
ens, Chicago. 

Sept. 11-14. Annual convention, 
Financial Advertisers Association, 
Royal York Hotel, Toronto. 

Sept. 13-16. Annual convention, 
Association of National Advertisers, 
The Homestead, Hot Springs, Va. 

Sept. 19-20. Annual meeting, 
National Publishers Association, 
Skytop Lodge, Skytop, Pa. 

Sept. 20-23. Annual conference, 


National Industrial Advertisers As- 
sociation, Hotel New Yorker, New 
York. 
“Sept. 27-29. Annual convention, 
Direct Mail Advertising Associa- 
tion, Roosevelt Hotel, New York. 

Oct. 1-4. Annual meeting, Mail 
Advertising Service Association, 
Hotel Astor, New York. 

Oct. 2-3. Boston Conference on 
Distribution, Hotel Statler, Boston. 

Oct. 17-18. Fall convention, In- 
land Daily Press Association, Sher- 
man Hotel, Chicago. 

Oct. 19-20. Annual convention, 
Audit Bureau of Circulations, Hotel 
Stevens, Chicago. 

Oct. 30-Nov. 1. Annual conven- 
tion, Associated Grocery Manufac- 
turers of America, Waldorf-Astoria, 
New York. 


—— 
i 


Agency for Three 


McDaniel-Fisher & Spelman, 
Akron, O., has been appointed ty 
direct the accounts of Hoover Prod. 
ucts and Frank Hoover, Ine, 
Youngstown, O., and Surety Rubber 
Company, Carrollton, O. Magazines 
and business papers will be used. 


Joins Research Bureau 


Frank P. Kendall, for the past 12 
years vice-president of Vincent 
Edwards & Co., New York, will join 
National Research Bureau, Chicago, 
as vice-president Aug. 14. 


“Newsweek” Adds Zarker 


R. W. Zarker, formerly on the 
Detroit sales staff of Time, has 
joined Newsweek as a member of 
the New York sales staff. 


WHAT 10 DO ABOUT THE RAILROADS 


© Tue Tuirp Fortune Rounp Taste handled a tough 
TRANSPORTATION 


one 


When those 15 leading transportation men sat down to 
Fortune's Round Table they faced a maze of bewilder- 


ing complexities and pet theories pulling in all direc- 


tions 


-hippers, water and road transport interests. So things 
looked black for an “area of agreement”. But they did 


find one 


at once 


PoLicy AND THE 


one that may yet be the next step of this 


delicate giant on its road to health. Page 50. 


Photo by Ri 


hard Carver Wood 


PIANO BUSINESS TUNES UP 


e First the radio. and later the depression, knocked 
the piano business galleywest. So, about 4 years ago, 
the makers began to be 
they're riding on a soaring sales-curve. For somebody 
tipped them off that people live in apartments now. And 
that something might by 


coffin-esque upright. They streamlined the piano. in size, 


shape and 
rudime nts 


radw ow 


el ells 


done about the scorned 


Rejuvenated the industry 
Ana 


LNOPORTISSIMG Pag 


pri e. 


! merchand “Ing 


paradoxically 


planes, P 


RAILROADS. 


from labor, management, government, 


businessmen in earnest. Today 


and 


with 


LOEW'S ING: 


¢ The Government’s suit to end the producer-exhibitor marriages of 
the movie industry’s “big five’—prompts Fortune to explore the 
workings of one of them. To Loew’s Inc. the movie business is a business. 
That becomes plain, as you watch Mr. Vogel and Mr. Moskowitz run- 
ning the theatre chain—Mr. Mayer, with his stable of stars turning out 
the pictures (M. G. M.)—Mr. Rodgers booking them (with a look at 
the hotly-argued strategy of block booking)—Mr. Dietz “exploiting” 
them—-Mr. Loew handling the foreign business—and Mr. Schenck 
bossing the whole shebang. Though not the biggest of the big five 
Loew’s is by far the most profitable. While most of the others were 
going through the wringer, it never skipped one of its plump 


ment suit 


Photo by Robert Yarnall Richie 


Bucyrus-Erie leaves no stone unturned 


* Whenever you hear that the earth’s crust is to be further adapted 


intendents 


dividends. And that spot-of-bother on the horizon 
isn’t losing Mr. Schenck much sleep either. P. 25. 


“coe 
. oS 
o 
o 


tisin 
educ 
pub! 


A TRUST THEY'RE 
OUT 10 BUST 


the govern- 


to the uses of mankind, you can lay a bet that Bucyrus-Erie products 
will do the adapting. There’s hardly a country in the world whose 
surface has not been broken by a Bucyrus-Erie power-shovel or walk- 
ing dragline. Fortune for August tells this story for Sidewalk Super- 


describes the company’s growth, shows you how its 


fascinating products work, its thorough and globe-circling sales meth- 


ods and where its money comes from. “A Dicerne S. O. B.” Page 36. 


the doing it. 


Also takes you on a region-by-region tour of the State> 


PONDEROUS PACHYDERM GIRDS LOINS 


¢ You'd hardly know The G. O. P.’s old Elephant nowadays 
Knocked flat on his back in 1932, found still in the same recumbent 
position in 1936, today he’s on all fours and fighting mad. Forti ® 
for August introduces you to the “new faces” who've been filling ™ 


with fight-talk, adrenalin and monkey-glands. Explains how they! 


tu 


the view the Republican Party's personalities. factions. assets. liabiliti™ 


15. Tue Reeusnican Party: Ur From Tue Grave. 


Page 33 
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Doctors, Lawyers 
of Canada Are 
Near Advertising 


Vancouver, B. C., July 27.— 
Abandoning narrow tenets which, 
}nolding sway for centuries, have 
J prevented the professions from 
reaching their full usefulness to the 
} human race, lawyers and physicians 
of this province are grappling with 
the problem of advertising. 

After long and prayerful con- 
sideration, the Law Society of 
British Columbia has adopted a reso- 
lution recommending group adver- 
tising. The resolution said that 
educational copy instructing the 
public on proper use of the bar- 


_ ieee 


ae 


rister’s services is not only advis- 
able but essential. This definite 
action followed a meeting of the 
Canadian Bar Association here a 
year ago, at which the gates were 
opened by a consensus that the 
ethics of the individual attorney 
need not be impaired by group 
advertising. 

Doctors seem likely to follow the 
progressive lead of the lawyers. A 
short time ago no less a notable 
than a British Columbia cabinet 
minister told the physicians without 
equivocation that hundreds who re- 
quire their services are holding 
aloof because of mistaken impres- 
sions of the cost of medical attend- 
ance. 

Advertising of proprietary medi- 
cines, said this dignitary, has stim- 


ulated self-diagnosis and medica- 
tion. Physicians, he concluded, owe 
it not only to themselves but to 
mankind, to educate the layman so 
that he may receive the benefits of 
modern medical science. 


Names Export Service 


Packard Motors Export Corpora- 
tion, New York, has appointed Na- 
tional Export Advertising Service, 
New York, to direct its foreign pro- 
motion, beginning with 1940 models. 


Cory Snow Resigns 


Cory Snow has resigned as presi- 
dent of Bennett, Snow & Walther, 
Boston, effective Aug. 1, to organize 
Cory Snow & Co., advertising 
agency, at 755 Boylston street, 


Boston. 


Sitroux Adds Two Creams 


Sitroux Company, New York, 
manufacturer of cleansing tissues, 
will use women’s magazines this 
fall to promote its two new prod- 
ucts, cold cream and _ finishing 
cream. Both creams have been 
made up in two sizes for syndicate 
and department stores. Franklin 
Bruck Advertising Corporation, 
New York, is the agency. 


Gets Venro Account 


Venzamer Rotenone Corporation, 
operator of a rotenone plantation of 
50,000 acres in Venezuela, has ap- 
pointed Redfield-Johnstone, New 
York, to direct the advertising of 
Venro insecticide, a repellent for 
Japanese beetles. Newspapers, radio 
and business papers are being used. 


Photo by Morris Rosenfeld 


a 


- 


° A 


Opinion’s 


19-question 
opinion 


MAYBE YOU CAN AFFORD A YACHT 


¢ You needn't be rich—just comfortably off—to have fun 
at sea on your own ship. In Fortune for August you visit the 
Larchmont Yacht Club. Despite its venerable quarters 


(where lingers still a turn-of-century redolence of naughty 
champagne suppers), the ships bobbing there at the Club’s 
moorings are mostly modest little craft. And its members, 


sail not for conspicuous consumption but for love of the 


sport. Also a very fine map, in colors, of Larchmont’s waters. 


And a glance at the various boat classes, their prices and 


operating costs, 


Public 


Press. 


probe into 


The 


about 


A Crus For Satvors. Page 53. 


NEW CHARACTER BOWS 


A woebegone character navigating on 
crutches and copiously wrapped in ban- 
dages makes his bow on a new counter 
display box manufactured by Hinde & 
Dauch Paper Company, Sandusky, O. 
The display box, containing a dozen 
protective bath mats, is printed in red 
and black on a white surface. 


National Roto 


Makes Good Gain 


in June, Ist Half 


Chicago, July 27.—A June decline 


| Do people 
trust their 
newspapers? 


Whether it thinks newspapers tell, twist 
or suppress the truth, whether radio is 
a more trustworthy news-source, and 
whether more government control or 
censorship or what is needed. Wise edi- 
tors and publishers will recognize in 
this Survey the facts they've been want- 
ing for a long time. A Survey Or Tue 
U.S. Press. Fortune for August. P. 64. 


GEAR SHIFT OF TOMORROW? i ver'ss.cve: viet teaching 


you'll be happy to learn that maybe the Car of Tomorrow will have no 
gearshift. Fortune for August describes the operating principles of 


Chrysler's Fluid Drive and Yellow Truck’s hydraulic transmission. 
Examines the prospects, and the obstacles in the way, of the hydraulic 
drive becoming standard on all passenger cars. Thus raising the 
curtain on the technological drama, now building up to a first-act 
climax in the laboratories of Detroit. Hyprautic Drives. Page 66. 


THE ADS ARE 
INTERESTING, TOO 
Excerpts from the advertisements in 
Fortune for August. 

“Now take monoanhydromannitols for 

instance...” 
—Atlas Powder (A.-K.) 
Television is older than radio! 
—Corning (B.B.D.&0.) 


“Handmade? Of course not!” 


(M.) 


... Your squawks about squeaks were 
translated . . . 


General Electri« 


—General Motors 


(Inland Division) (G.C&N.) 


° 


“I'm no longer a back seat driver...’ 
General Tires (D’A Adv.) 


Ever since there have been tablecloths, 
small boys have spilled things on 
them. 

—Goodrich (G.-E.) 


The microscope visits the rogues’ gal- 
lery. 
—Purolator (A.-K.) 


CASCUSCUSCASEC USCUSCASCAUSCASOCASCAS 


Royal Typewriter (B. & Co.) 


... A friendly Frankenstein who walks 
and talks, counts on his fingers... 
Westinghouse (F.& S. & R.) 


|in rotogravure volume, caused by 
| decreasing retail use of this me- 
| dium, did not prevent roto from 
recording a handsome gain for the 
first half of 1939, according to fig- 
ures released today by the Kim- 
berly-Clark Corporation. Total roto- 
gravure for the first half amounted 
to 6,143,565 lines, compared with 
5,632,606 for 1938, for a gain of 
510,959 lines, or 9.1 per cent, the 
paper maker reported. 

National advertising was respon- 
sible for this net gain for the half, 
amounting to 4,087,281 lines, a gain 
of 864,714, or 26.8 per cent over 
1938. While national was register- 
ing this substantial gain, loca] fell 
from 2,410,039 to 2,056,284, for a 
lloss of 353,755 lines, or 14.7 per 
cent. 

The story for June is much the 
same, national advertisers using 
523,285 lines, for a gain of 30,065, 
or 6.1 per cent, while local advertis- 
ers were taking only 327,860 lines, 
for a decline of 68,090 lines, or 17.2 
per cent from the 1938 figure. The 
June total is 851,345 lines, a de- 
crease of 37,825 lines, or 4.3 per 
cent in comparison with a year ago. 


June monotone accounted for 
740,954 lines, and color 110,391 
lines. This was a somewhat less 


favorable showing for color than the 
first half when 14.5 per cent of the 
total, or 890,255 lines, was in color. 


Diener in Grand Rapids 


Wm. L. Diener Company, Chicago 
agency, will open an office in the 
Federal Square bldg., Grand Rapids, 
Mich., Aug. 1, with Wesley Aves in 
charge. Baker Furniture Company, 
Grand Rapids, and The Manor 
House, New York, have named the 
agency to direct their advertising. 


Joins Willys Overland 


Darrell C. Roberts, for six years 
in the sales promotion department 
of Chrysler Corporation, has joined 
the same department of Willys 
Overland Motors, Detroit. 


Distributes Scenic Cards 
Union Oil Company of British 
Columbia is distributing postcards 
of scenic beauties of British Co- 
lumbia and Alberta. The cards are 
lithographed in four colors. 


DeSoto Names Case 

Storrs J. Case has been appointed 
merchandising manager of the De- 
| Soto Division of Chrysler Corpora- 
tion, Detroit. 


Lynch with Budd 
| J. H. Lynch has joined the Chi- 
leago sales staff of the John Budd 


Company, newspaper representa- 
| tive. 
> @ 
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ADVERTISING AGE 


July 31, 1939 


—_ 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


| READERS TAKE 


ROTHSCHILD’'S 


Horses! Horses! 

To the Editor: Enclosed is a copy 
of an air-conditioning ad we ran a 
few weeks ago. The unusual illus- 


tration and copy angle attracted | 


more-than-expected interest. 
In fact, our house engineer came 
up about 9:30 the next morning 


and said seven people had been in | 


to see the horses. 
G. MELVIN Moore, 


Advertising Manager, Roth- 
schild & Sons, Inc., Kansas City, 
Mo. 

vvweY 


Seems He Doesn’t 
Like Drinking 

To the Editor: I was interested 
in the picture on Page 4 of your 
June 12 issue in which a bunch of 
advertising men are seen drinking 
some of the booze which is dis- 
pensed by the 9,400 odd drink em- 
poriums in our booze ridden city. 
It was supposed to be an ox roast 
but where is the meat? Instead, 
some chap who thought it would be 
smart, thot [sic] that booze, not 


meat, should be featured, for any- | 
one can eat meat but it’s smart— | 


oh, damned smart—to drink some- 
thing that addles the brain a bit. 
We spent more in this country 
for booze last year than for meat, 
even though meat is a leading prod- 
uct of 6 million farms. The 
ers are beginning to wonder what 
good the liquor business is to them 
with hogs away down in price, 


farm- 


Pere eee ere 


HAS 


COPY LITERALLY 


THE 


Pardon us if we seem to brag a bit. 
but without a doubt we're the finest 
group of horses ever assembled by 
one owner. We boast sires by Gen- 
eral Electric and Westinghouse and 
we graduated from Vilters condens- 
ing school. These famous names 
give us our famous pedigree. 

You see, we're the 255 thorough- 
breds that run the finest air con- 
ditioning unit money can buy. 
We're “at home” 365 days every 


AAA n nA DD RAAADEEARSE ES DAREEE DADA AEE RAAAEEEE REESE EE DEDERDD DDD DDR Rte te ee ee ete ee ee 


OTe eee Peete eee eee ee 


| 
at least to himself and possibly to | 
“I slipped it over | 


the world at large, 


on the public, and ADVERTISING AGE 
says I used initiative 
prise.” The writer believes in Ap- 


grains low and the claims of the | VERTISING AGE and has profited by 


booze publicity men as to helping | reading it, 


the farmer—gone awry. 


What’s so damned smart about 


being able to throw booze dow n taking the starch out of a sincere | 
advertising truth- 


your gullet? I note you have a 
man in the bunch whose magazine, | 
if I am not mistaken, won't take | 
any booze ads. Well, 
their man seem to be so anxious 
to advertise booze in the picture? 

We've got 9,400 booze places in| 
Chicago, and I happen to be one 
who come to the city early and in 
the morning I see some of the re- 
sults of nights of debauchery—fel- 
lows still staggering around. It’s 
smart—it’s manly—hell it is! 

And I am glad that my 14-year- 
old boy, who has seen some of the 
individuals who pour out of these 
places here in the city, said, “Dad, 
don't you go into those places.” And 
by the great horned spoon, I don’t | 
intend to. No wonder men are 
dropping off at early ages with | 
heart trouble. Why poison these 
bodies with booze, and why does a 
paper like yours delight in publi- | 
cising the damned stuff? 

E. R. Fosston, 
Chicago. 
vvyY 


Hereatter We'll 
Label It “Joke” 


To the Editor: 
who are engaged in a sincere 
for truth in advertising, that little 
“squib” carried in the July 17 issue 
of ADVERTISING AGE headed “Slight 
Exaggeration” comes as somewhat 
of a shock and makes us wonder 
just how far we are supposed to 
expect the advertising chiseler to go 
when a publication like the 
TISING AGE encourages 
tactics in advertising as 
in the article in question. 


evidenced 


You refer to the San Francisco 
Better Business Bureau's | story 
regarding a linen shop, through 


means of fine type in their window 


signs attempting to technically com- | 
You quote those | 


ply with the truth. 
signs, showing that the 
glance would lead the 
believe that the store is 
closing business; but the fine 
created a different impression 
article continues, “All of 
seems to us, is very 
because it proves so 
enterprise and 
dead.” 

Can't you just imagine the use: 
of that deceptive style af advertis- 
ing thrusting his thumbs under his 
suspenders or possibly placing the 
thumb elsewhere, and commenting 


signs ata 
reader to 


type 
Your 
which, it 
heartening 
clearly that 
initiative are 


ADVER- | 
deceptive | 


actually | 


not 


but I must say coming 
|from an organization such as yours 
| this comment has the effect of 


attempt to make 
ful. 
Let’s hope 


the editorial policy of 


why does | ADVERTISING AGE is a little bit more 


| carefully watched, so such encour- 
agement not be given to deceptive, 
misleading advertising in the future. 
| Please accept these comments in 
the friendliest of spirit, but it is 
disheartening to try to help adver- 
tising only to find that your 
is torn down by the 
as given in this little 
Dwicut L. HOLMEs, 
General Manager, Better Busi- 
ness Bureau of Omaha, Neb. 


article. 


[Editor’s Note: Serious-minded 
Mr. Holmes somehow manages to 
|read approbation into a piece which 
the writer of Ad-Libbing naively 
jassumed would be _ universally 
recognized as bitterly contemptuous, 
just as he would assume that the! 


man who found his wife kissing the | « 


|iceman in the kitchen would not be 
|taken altogether seriously when he 
| said: “Fine! Fine! But why didn’t 
you come into the living room? It’s 
more comfortable there.”] 

vw, 


| Hancock Lives 


To those of us | On in Valve Copy 
fight | 


To the Editor: Perhaps many of 
| your readers may be interested in 
the type of mailing piece that we 
recently sent to some 25,000 valve 
|prospects so that it would reach 
j}them just prior to July 4. 


It represents rather a unique tie- 


cal personality 
Because we have 
many unsolicited 


received so 


favorable com- 


We followed in his 
gins footst tad 
a. 


S 5 yh 
| aa Log 


cou 
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\ 
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lo make you bree - 


A Hot Tip on a Cool Subject from 255 Horses 


It's ACTCIE at 


ON MAIN AT TENTH ceererrreres 


work | 
backing such | 


up of a product name and a histori- | 


year. Two-thirds of that time we 
have fun just loafing, but, boy, the 
other third we really slave. Our 
work is hard, but we don't mind. 
We know that through our efforts 
every minute you spend at Roths 

child's will be pleasant 

nook and cranny is filled with 

washed and filtered air, delight 
We 
make your shopping ever more 
pleasant at Rothschild’s 


Every 


fully cooled and refreshing 


Ce FOS ee Eee ee ORT Pee 


“T8rreee eer eer ewee 


ments to this mailing piece, we 


|looking at it and possibly might 


Pa , . 
|it in the pages of your interesting 


publication. 


M. S. PALMER, 
Sales Manager, Hancock Valve 
Division, Manning, Maxwell & 
Moore, Inc., Bridgeport, Conn. 
vfs iy? 


Bigger and Better 
Kansas City 


To the Editor: 
| were elated to see that Kansas City 
| was spread over the back page of 
| the July 24 issue of ADVERTISING 
| AGE 
| tian Science Monitor advertisement. 
However, 
to dismay when we discovered that 


| the photograph used was one over 
ten years old! 
We Kansas Citians are quite 


| proud of the business section of our | 


| SUNSET 
Qe 


city, especially the progress made 
|in the last ten years. And a picture 


| take n ten years ago does not show | 


our 30-floor City Hall, 22-floor 
| County Court House, 34-floor Fidel- 
lity Bank Building (tallest in Mis- 
souri), 22-floor Bryant Building, 
20-floor Hotel Phillips, the magnifi- 
|}cent Municipal Auditorium (consid- 
ered one of the finest in the United 
States), and the excellent airport, 
irecently enlarged and completed. 
All of the above mentioned build- 
ings, with the exception of the 


| Auditorium, and the airport would | 


appear in a photograph taken this 
year from the identical point from 
which the picture you used was 
shot. Whoever prepared the copy 
for this advertisement 
couple of demerits as does ADVER- 
TISING AcE for running an obsolete 
picture. We feel certain that both 
| ADVERTISING AGE and the Christian 
Science Monitor can secure 
\date pictures of Kansas City by 
iddressing the local Chamber of 
Commerce—pictures that show the 
city off to better advantage. 
AARON SHIFFMAN, 
Sevag Press Service, Kansas 
| City, Mo. 


7, @ 


“One Hoss” Agencies 
Get Together 


To the Editor: First I want to 
thank you, sincerely, for printing 
the letter I sent in to you a few 
weeks ago. Secondly, I want to 
tell you that in the quite a few 
years that I have been in the adver- 
tising profession, I have never 
ceived such immediate 
that said letter produced. 

| I was out of my office on the 
| Fourth of July and upon arriving 


re- 


the next morning there was in my 
mail a copy of ADVERTISING AGE, 
which I eagerly await each week, 


thought you might be interested in| 


At first glance we | 


in connection with the Chris- | 


our pleasure soon turned | 


deserves a| 


up-to- | 


results as | 


and two replies from the letter! 
That afternoon a couple more came 
in. Since then a few more. 

Most all of the letters I received 
were from advertising services, but 
not really agencies in the true sense 
of the word—handling mostly local 
accounts. They were all enthusias- 
| tic over the prospect of swapping 
ideas, etc., and one went so far as 
to suggest an annual convention for 
“one hoss” advertising services. 

A. S. WILLIAMSON, 
Baton Rouge, La. 


v v v 
World's Fair Needs 
Paid Advertising 

To the Editor: Here is a letter 

just sent to J. M. Patterson, pub- 
| lisher of the New York Daily News: 

Dear Mr. Patterson: 

That was a good editorial on the 
'fair and its need for better pricing 
'and promotion. But it stuck in my 
craw to hear you advocate that it 
| go after more publicity in the news- 
|'papers of the country by distrib- 
uting a few passes. 

The way that competing shows 
and resorts get their publicity is by 
purchasing advertising and paying 
for it in cash to newspapers, and 
other advertising vehicles. Now the 
fair is a good show and a civic 
enterprise. However, to the man- 
agements of newspapers which are 
not in New York City, it is a com- 
petitor of local shows and civic 
enterprises, and it deserves no more 
'free publicity than it is getting. If 
the fair wants cash customers from 
|out of town, it ought to spend a 


little of its promotion money for 
advertising space like any other 
summer or winter travel point or | 


and enter-|care to make some comment about! resort is expected to, and when it 


does, it should begin to prosper a 
little more. 

| The editors of out-of-town papers 
‘have already been most generous 
with the New York World’s Fair. 
Everybody in the United States who 
|can read knows that there is a fair. 
_But the fair does need salesman- 
\ship, and salesmanship means ad- 
| vertising, and not free publicity in 
exchange for a few Annie Oakleys. 
| Why not point out this lack of 
advertising as a cause of the world’s 
fair lag, and get behind a real ad- 
vertising drive for New York City | 


with the fair as a real pulling point 
A little advertising in the hom, 
town papers of this country by the 
nation’s biggest city might sery¢ 
mightily to change the feeling whic) 
most country editors have that Ney 
York is out for all that it can ge, 
from the rest of the country ang 
gives nothing in return that it does 
not have to. 
Other cities 
points and 


which are trave| 
resorts do plenty of 
advertising. New York State ad. 
vertises its advantages. New York 
City, which is the greatest trave| 
objective and greatest show place 


and most popular resort in the 
nation, does nothing. 
C. B. Foro, 
New York. 
vw? 


Stabilization Hope 
for Liquor Field 


To the Editor: Here is a piece 
of constructive advertising for the 
liquor industry. If it only gets some 


ROBERT GOULD 


~ KAVE WE 
WERE’SALOTOF | STARTED SOMETHING? 
2\ HORSE | -=>5~ res 
SENSE 


FROM GASOLINE 
FOR THE LIQUOR INDUSTRY 


Our hal’ of to Me & u 


bets the nad rig chew 
POR THE LIQUOR INDUSTRY 


T reises aga “b 0 “How long can the 
wndustrs of 


‘hag? oumatts 
> bone 
Aaa 9, =t mere wuededen 


HF SINCLAR 


fees 
oct free Com 


of the big executives 
thinking and perhaps. acting—it 
may bring about the badly needed 
stabilization and “legitimate profits” 
for the industry from top to bottom 

Your readers may be interested 
in this unusual tie-up of a gasoline 
advertisement with an “editorial” 
liquor advertisement. 

ARTHUR RAGONA, 

Fairfax Advertising 
New York. 


and small 


H. W. 
Agency, 


PRAISE FROM 
HOUSTON 


Dear Sunset: 1 have 


the loveliest displays 


home, 
Sunset Magazine. 


I am, 
| two year 


vear subscription for 


Guide, Philosopher, 

& Friend in over 

275,000 western 
homes 


LANE PUBLISHING Co 
SAN FRANCISCO 


just 
a visit to the Golden Gate Exposition and one of 
that I 
Sunset in the architectural exhibit. 
inspired to give more time and attention to my 
and I can think of no better 


therefore, enclosing one dollar 
subscription and one dollar 
my friend 


| Phil Hamburgei 
City 
City 


recently returned from 


that of 
I came away 


saw was 


guide than 
for my own 
for a two 


in California. 


Commissioner 
of Houston, Texas. 
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its Dr. Jekyll-Mr. 
Hyde aspects, in 
I-he opinion of 
Harlow P. Rob- 
erts, radio time 
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Radio Stations 
Shifts Overnight 


Time Buyer Tells 
Some of Factors 
Making Choice 


Chicago, July 27.— Though ex- 
moles of sudden change for better 
y worse are plentiful in the pub- 
lication field, 
adio is probably 
vithout a peer in 


puyer for Black- 
ett - Sample - 
Hummert, 
wency generally 
egarded as the 
argest user of 
radio 


Mr. Roberts 


Harlow Roberts 


probing and testing by the time 


buver if he is to make the wisest |ized appeals are not always quite | 


possible choice for his clients. 

A station manager who possesses 
that indefinable quality known as 
showmanship may change the per- 
sonality of a station almost over- 


& Gamble’s expenditures are de- 
cidedly inadequate. The difficulty | 
of compiling spot figures by prod-| 
ucts is also complicated by P & G’s 
habit of shuffling programs, some- 
times using Ma Perkins for other 
products. 

Mr. Roberts, while an admirer of 


|spot radio, also deplores its semi- 


j}annual earthquake, known to the 


|radio time?” 


| 


| 


ight and make it the local favorite | 


cording to Mr. Roberts. Hence the 
stute time buyer places full 
ince in no single factor — power, 


'an extremely small scale, chiefly by 
2 sae | one © © 
believes that the personalities of |S0@aP manufacturers, 
radio stations are even more defi- | "ecognized the varying degree of ef- 
nite than those of publications, and | fectiveness of their products accord- 
likewise subject to more violent |ing to the type of water available 
changes, necessitating constant |in each area, 


n the face of severe handicaps, ac- | Mr. 


uninitiated as the change from 


of | standard to daylight saving time 
in. 


or vice versa. Since the chain pro- | 
grams take precedence over spot, 
rearrangement of the former is not 
difficult, but getting the latter set- | 
tled into their proper niches 
quite a problem. | 

“How,” queried the time buyer, | 
“How would you like to juggle 69 | 
programs involving 240 hours of | 


i 


is | 


Results by Localization 


A great opportunity exists on the 
radio, Mr. Roberts believes, for 
localization of commercials, just as 
many newspaper advertisers have 
given an effective local twist to 
their copy. This localization could 
be based either on some peculiar | 


local condition, or the competitive | 
situation in each city. Thus far, 
localization has been attempted on 


who have 


While the opportunities for local- 


so obvious, the sales figures for any | 
product and its competitors or a | 
study of conditions in each city | 
would provide plenty of ammuni- | 
tion for specialized commercials | 
which would carry maximum effect, | 
Roberts observed. Radio sta- 


|tions and their representatives can 


ree | 


filiations or the numerous surveys | 


which purport to measure the rela- 
tive popularity of programs and 
stations. 
The professional buyer is also 
ely to place undue emphasis on 
signal strength, Mr. Roberts indi- 
ted. As a case in point, he men- 
tioned the recent reduction in power 
f Station WLW from 500,000 to 
0,000 kw. The vast majority of 
this station’s listeners probably 
ion't even know that its power has 
en cut. 


Hold That Spot 


Mi 
ill go down in history as the year 
n which summer radio came into 
ts own. Many factors have con- 
tributed to this denouement. The 
te cards of radio have been con- 
structed to coax advertisers to make 
the fullest possible use of the me- 
tlum—to give it a chance to work. 
Radio salesmen have avoided the 
‘fatal mistake of trying to split 
chedules, which would probably be 
mpracticable in any event. The 
dvent of auto radio and later, port- 
ble radios, have given summer use 
t medium a filip. But above 
‘U, according to Mr. Roberts, adver- 
Users have learned that the num- 
er ¢ 
and hence that pre- 
positions, once won, 
olding on to. 


nding beneficiary of this new 
however. Procter & 

bie Company, for instance, uses 
number of NBC Red net- 
tations for its Ma Perkins 
1 in behalf of Oxydol on a 
ek basis. But Ma Perkins 

' over an even larger num- 
tions via transcriptions, so 
network figures on Procter 


{ listening hours and stations | 


| advertisers 


Roberts believes that 1939 |¥ea"s, is a real veteran of the air 


|ager of the Pepsodent Company, he 


| 
| 
| 
| 


t radio seems to be the most | vertisers 


| 


probably find a conspicuous oppor- 
tunity in studies of this kind. | 


Program Localization Expensive | 


Localization of programs is an- 
other possibility, somewhat more | 
tenuous than basing commercials on | 
local conditions. However, a few | 
have made such out- 
standing successes with purely local | 
programs, featuring local talent, | 
that the possibility of extending 
this method should not be over-| 
looked. On the other hand, the ex- 
pense of such a plan, coupled with | 
lack of capable directors, may prove 
to make it prohibitive. 


Mr. Roberts, though young in 


waves and is fond of recalling a 
couple of “firsts” to which he con- | 
tributed. While advertising man- 


placed the first so-called strip pro- 
gram on the networks. After Amos 
and Andy had toiled on WMAQ 
for more than a year, Pepsodent | 
broke down the chains’ objections 
tc programs of less than 30 minutes, 
and the black face team went on 
NBC on a six-a-week 15-minute 
schedule. Amos and Andy likewise 
were first to widen their audiences | 
through the re-broadcast plan now | 
so generally used. 


Amos and Andy Lesson 


Pepsodent’s eight-year contract | 


are | with Amos and Andy may also be a | 


record. While many national ad- | 
have been on networks | 
for longer periods than Pepsodent, 
they usually change their personnel 
frequently. Amos and Andy toiled | 
for Pepsodent for eight years and 
four months without a break. | 

Incidentally, it was the Amos and 
Andy program which sold Mr. Rob- | 
erts the idea that perseverance is 
an essential ingredient in any ad-| 
vertising campaign. Despite the | 


Come to Philadelphia 


With your 


advertising campaign: 


where one 


"Wspaper, THe EveninG BuLetin, with 94.6% 


of 


QZ 
Sn Vilaclelyebig - City of Homes 
nearly evely Cody tenet 


‘ts circulation in the retail trading area, gives 
“\erage at one of the lowest known costs per reader. 


Ve Evening Lulddin 


| curve 


SUMMER POSTER FOR CHESTERFIELD 


Direct color photography was used on this 24-sheet poster for Chesterfield cig- 
arettes to get the ‘soft’ effect of the water rippling around the girl's neck and 


shoulders. 


fact that Amos and Andy were phe- 
nomena of the first water in their 
first days on the radio, and have 
demonstrated unusually good wear- 


years, 
imum 
larity 


it usually required a min- 
of 30 days for their popu- 
to reflect itself on the sales 
in any city. 

Not all advertising men agree as 
to the definition of “spot radio.” 
Mr. Roberts offers this one: “Any 
program covered by a contract with 
an individual station.” 


The poster was created by Liqgett & Myers Tobacco Company and 
lithographed by Forbes Lithograph Company, Boston. 


| 
Form Grocery Unit 
The Grocery Laboratory has been 
established as an operating unit of 
| Burnett & Brenner, New York, gen- 


‘ing qualities through the ensuing |eral research agency, and will spe- 


|cialize in grocery store product re- 
search in the metropolitan New 
York area. 


Bank Names Doremus 
Massachusetts Savings Bank has 
named Doremus & Co., Boston, to 
handle its advertising. Louis A. 
Munro is account executive. 


South Carolina Liquor 
Stores Under Fair Trade 


Under the new code promulgated 
by the South Carolina tax commis- 
sion, licensed liquor stores of the 
state must operate under a “fair 
trade” status. Brands and prices 
must be approved by the commis- 
sion and advertising is forbidden 
except in newspapers. Price lists 
cannot be advertised. 

Retailers must pay accounts to 
wholesalers within 15 days of pur- 
|chase and are forbidden to sell on 
'credit. Wholesalers must enter into 
|a fair trade agreement with distil- 
jlers that must meet the commis- 
sion’s approval. 


‘Wanamaker Adds 
Eight Accounts 


Duane Wanamaker, who recently 
,}organized an advertising agency at 
|221 N. LaSalle street, Chicago, has 
added the following Chicago ac- 
counts: Vischer Products Company, 
manufacturer of the “Flex-Seal” 
cooker; Chicago Sightseeing Lines, 
Sharon Mortgage Company, Harry 
Alter Company, air conditioning 
and refrigeration supplies; Mostow 
Company, photographic materials: 
Forster Music Publisher Inc. and 
American Polish Company. 

Duane Wanamaker - Advertising 
has also been appointed by Maumee 
Collieries Company, Terre Haute, 
Ind. 


COMPLETE 
COVERAGE 


OF THE 


RICH MEMPHIS MARKET 


counts. WMC, 


@ In doing a thorough job of selling, 
it's the COVERAGE of the market that 


station of the Memphis market, leads 
every other station in this intensive 
trade area in national, local, and net- 
work business. Let WMC send your sales 


message into 399,540 radio homes. 


the dominant radio 


5,000 Watts Day 


1,000 Watts Night 


YY IMC tanphi 


NBC RED NETWORK 


Onnaih cad Citi te 
THE COMMERCIAL APPEAL 
a South's Greatest Newspaper” 
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NATIONAL REPRESENTATIVE: THE BRANHAM CO. 
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ADVERTISING AGE 


July 31, 1939 


150 


ousand’ 
Aint Hay! 


... It’s important money when 
it produces important radio 
headliners like these: 


y CAROLINE ELLIS 


Th 


= 
-_—_ NBC-Red for General 
a Mills Gold Medal Flour—34 
stations. 


Directed by Fran Heyser. 


TEXAS RANGERS 


i i CBS; 
100 station favorite on ; 
just finished “Colorado Sun 
set” with Gene Autry; a 
Hollywood show begins July 
7,8 PM,EDST, coast to coast. 


Margaret 


& Gordon M U N R 0 


" the Breakfast Table”; 
crore early morning show 


_ now available for 


in years; 


network or spot. 


PHENOMENON 


America’s great educational 
entertainment; nationally 
syndicated. 


” uf RED HORSE RANCH 
Dramatic musical with the 


Texas Rangers; 65 episodes 
available. 


OLYMPICS of treAIR 


Sparkling Q. and A. sports 
feature; whole family appeal. 


PERSONALITIES 


Beulah Karney, Food; Erle 
Smith, News; Walt Lochman, 
Sports; Bob Riley, Farm. 


BRUSH CREEK FOLLIES 


fic rural entertainment; 
sen Hiram Higsby, Bud 
and Spud, Prairie Pioneers, 
Colorado Pete, Kit and Kay, 
Midland Minstrels. 


*& KMBC's Annual Program Production Budget 


Few radio stations in the 
country can point to so many 
nationally known headliners, 


wae? originated locally. Some of 
a them are currently available. 
3 Give me a call. 


The Program Building And 
Testing Statijon 
Free & Peters, Nat'l Reps. 
Nat'l Time Reps.: 
Columbia Artists, New York and 
Hollywood: Geo. E Halley, Chicago 


Wife, Husband — 
Dialogue Holds 
Universal Interest 


Spot Announcements 


Manhattan, Kan., July 27.—A 
dialogue between husband and wife 
which permits the radio listener to 
sit in on an intimate domestic 
scene, is almost sure fire as a spot 
announcement, according to a sur- 
vey conducted by Donnasue Loy- 
meyer, student of radio broadcast- 
ing at the Kansas State College of 
Agriculture and Applied Science. 

Running next in popularity was 
the formal announcement, preceded 
by an attention-getter in which a 
second voice was used, while third 
came the informal announcement, 
with the speaker using the first 
‘person. Conventional formal an- 
nouncements, using a single voice, 
ranked fourth, and formal style, 
with two speakers presenting alter- 
|nmate sections, came last. 
| All five announcements adver- 
|tised the same mythical product, 
| Four-Star Custard. All were written 
| the same length, with quality being 
|held as nearly as possible on the 
|same level, and the same _ an- 
|nouncer’s voice was used for each. 


le 
|The announcements were 


|before 14 different adult groups, 
|with the order of presentation 
|; varied in each case to counteract 


|}any advantage or disadvantage aris- | 


|ing from position. 

Query to Listeners 
| Each listener was provided with 
a card, asking him to indicate his 
reaction to each announcement by 


checking, for that announcement, 
one of the five following state- 
| ments: 


“If you heard, over the radio, a 
commercial announcement like the 
Just reproduced, would your 
tendency be to: 
| “A. Stop whatever you are do- 
ing and listen attentively? 

“B. Listen with a fair degree of 
interest? 

“C. Listen 


one 


the 
and 
will 


simply because 
radio is tuned to that station 
you know the announcement 
take only a minute”? 

“D. Try to ‘close your ears’ and 
Wait impatiently for the next pro- 
gram’? 


“E. Or turn the dial, so that you 


cant hear the announcement at 
all?”’ 

The five rating statements were 
given respective values of 5, 4, 3, 2 
and 1 Each announcement re- 
ceived a score determined by add- 
ing the ratings given that an- 
nouncement by members of. that 
group. Then, to get the whole on 
a comparable basis, the score was 
divided by the number of persons 


in the group, and that result in turn 
divided by five—the maximum pos- 
sible value which a commercial an- 
nouncement might receive. 

The percentage score of the win- 


ner was 69.5, others being as fol- 
low 65.8, 57.3. 45.9 and 44.1 
Male, Female Interest 

While most of the groups indi- 

cated the same general order of 


preference, conspicuous 
were found in the reactions of col- 
faculty members, whose fem- 
inine portion gave the highest aver- 


variations 


lege 


age ranking to the announcement 
which found the least favor with 
the majority of laymen, and the 


lowest to that which was regarded 
as second best by the majority. The 
,; masculine members of the faculty 
| scorned the dramatic dialogue idea 
and accorded it last place 


Considering the 14 groups col- 
lectively, the order of preference 
| indicated was the same for both 


men and women, and no significant 


changes in order resulted from pref- 
erences expressed by those in dif- 
ferent age groups However, the 
researcher found that the prefer- 
ence for the two winning announce- 


Kansas Radio Survey 
Rates Five Types of 


|ments was less evident as the age | 


recorded | 
|on an acetate disc and played back | 


ee 


Morning 
6:00— 7:00... 5.8°/, 
7:00— 8:00...... 11.6 
8:00— 9:00 1.0 
9:00—10:00...... a 
10:00—11:00...... 1.0 
11:00—12:00...... 7.7 


PREFERRED HOURS FOR LISTENING TO NEWS BROADCASTS 


Afternoon 
12:00— 1:00......40.6%, 
1:00— 2:00...... 
2:00— 3:00..... 1.9 
3:00— 4:00...... 
4:00— 5:00...... . 
5:00— 6:00...... 7.7 


In a Kansas State College survey on listener reaction to news broadcasts, the periods indicated above were 
designated by 415 men and women as the time they tune in on such programs on an average of twice a week. 


Evening 
6:00— 7:00...... 38.9%, 
7:00— 8:00...... 3.9 
8:00— 9:00. 7.7 
9:00—10:00...... 21.2 
10:00—11:00...... 23.2 
11:00—12:00...... 


of listeners increased. 

The favorite announcement read 
as follows: 

Man: (Off mike, calling) Honey! 
| Where are you? 

Woman: In the kitchen, dear. 

Man: (Bring up) Umm—some- 
thing smells good. Hello, honey. 

Woman: You’re home early to- 
night, aren’t you? 

Man: Yeah, a little. 
I wanted to tell you about. I 
brought Mr. Hunter home to eat 
dinner with us. 

Woman: Your boss? 

Man: Yeah, but don’t get excited. 
Anything you've fixed will be all 
right with him. 

Woman: I know, but — Joe 
Adams, you'll be the death of me 
yet. Why don't you let me know 
|when you're bringing company 
| home? 

Man: Well, dear, it was just a 
| spur of the moment affair. 
don’t worry; it'll be all 
| What’re we having? 

Woman: Oh, nothing very fancy. 


That’s what 


Just a roast and some vegetables 
and a salad. 
Man: Swell. What about dessert? 


Woman: | hadn’t planned to have 
-——wait a minute. Hand me that 
box of Four-Star Custard, and it’ll 
take me just a minute to fix it. 

Man: And will he love it! 
matter what happens to the rest of 
the meal, honey, with a dessert like 
Four-Star Custard, the boss is sure 
to go home smiling! 


First Rorabaugh 
Spot Radio Report 
Set for Aug. 20 


New York, July 26. 
gained the 


| 


-~Having 
cooperation of local 


No} 


| 


Vick Emphasizes 


Live Talent in 
Fall Spot Drive 


Scouts Ransacking Hin- 
terland to Get Popular 
Shows 


Greensboro, N. C., July 25.—A 
radical departure in the advertising 
policies of Vick Chemical Company 
will take place next fall when the 
cold remedy manufacturer aban- 
dons network shows for an exhaus- 
tive spot broadcasting program, 
company Officials revealed today. 

The significance of the switch is 


Now, | heightened by the declaration that 
right. | Vick 


will spend as much, if not 
more, on local time than it pre- 
viously appropriated for networks. 
Indications are that the spot budget 
will run between $300,000 and 
$400,000. About 100 stations will 
be used, with the country broken 
up into zones of primary markets. 
One station in each market will be 
chosen, 

Contrary to much spot practice, 
Vick will use considerable live 
talent. Every type of show known 
to radio will be brought into play, 
from hill-billies and local gossips to 
transcribed strips. At present four 
scouts are combing the hinterlands, 
>uying up for Vick the most pop- 
ular programs they can find. 


First Hand Research 


Station coverage and other mar- 
ket statistics are discounted. The 
Vick representatives go into a town, 
find out what housewives and drug- 


| gists are listening to, interview local 


broadcasters and networks here, 
National Radio Records will issue 
its first report on Aug. 20, giving | 


complete information on spot radio 
advertising of all types of products 
in the New York market during 
July. 

Following the plan announced 
several weeks ago, N. Charles Rora- 


baugh revealed today that 18 sta- 
tions serving the New York area 


have agreed to furnish statistics to 
make the report possible. He esti- 
mated that these stations carry 99 
per cent of the spot 
heard here. 
The report 
two parts 
work 
money 


broadcasting 


will be divided into 
One will deal with net- 
radio, showing how much 
each broadcast advertiser 
spends, the type and time of pro- 


gram used, and the stations carry- | 


ing the show. The second will be 
devoted to spot broadcast data of 
both local and national advertisers. | 
Mi Rorabaugh intends _ulti- 
mately to issue regular monthly 
reports of this type for 52 major 
markets throughout the country 
His next step will be to enlist the 
cooperation of stations in Chicago. 
Philadelphia and Los Angeles, in 
order to make possible reports for 
those cities Only those markets 
will be surveyed in which all sta- 


tions fill out two reports a month 


Laird, Schober Shoes 
to McKee & Albright 


McKee & Albright, Philadelphia, 
has been named to handle the ad- 
vertising of Laird, Schober & Co., 
Philadelphia. 

The company will soon introduce 
a line of medium-priced shoes to 
retail at $8.75 Magazines and 
newspapers will be used. 


Horan Advanced 
Ray B 

manage! 

Phil 


Horan, formerly sales 
of Artloom Corporation, 
delphia, has been named vice- 
president in charge of sales 


and 
to 


newspapers 
that seems 
popularity. 

In spite of employment of live 
shows, station break announcements 
will form the backbone of the cam- 
paign. The transcription phase of 
the schedule calls for five-minute 
mysteries and five-minute musicals. 
The only transcribed dramatic show 
will be confined to the west 


buy the 
have the 


program 
greatest 


coast 


Previously spot radio was em. 
ployed as an adjunct to networ, 
shows to bolster weak territories 
and to take advantage of loca) 
situations, such as the outbreak of 
}an epidemic. Experiences on these 
/occasions have led to the presen: 
program. 

Fundamental in the new Vick 
policy is the desire to obtain greate; 
frequency of name and product. 
The company holds that the con. 
stant repetition of the Vick mes. 
sage during the proper season js 
essential for a cold remedy and 
compares its spot schedule to the 
small frequent advertisements 
which are an important part of its 
newspaper advertising. 

It is also felt that ability to can- 
cel a program on two weeks’ notice, 
instead of being tied to the 13 
week cycle of the networks, gives a 
flexibility in keeping with the un- 
certainties of the cold remedy busi- 
ness. 

Stations will also be supplied 
with announcements covering every 
type of weather which can be tied 
up to the use of Vick products, in- 
dexed for ready reference. The 
broadcasts start in September 
Morse International, New York, 
places the Vick account. 


New York Women 
Plan Annual Course 

The 11th annual Survey of Ad- 
vertising course, sponsored by the 
Advertising Women of New York 
will begin Oct. 23. Authorities will 
discuss various phases of advertis- 
ing as an industry at 22 meetings. 

Several scholarships’ will _ be 
awarded to outstanding students. 
|Dorothy C. Brennan, educational 
director of Lithographers National 
Association, is chairman of the edu- 
; cational committee. 


Plan Fall Rayon Drive 

Plans for an extensive fall cam- 
|paign, designed to reach both the 
|textile trade and consumers, have 
been completed by American Vis- 
cose Corporation, New York, for 
Crown Tested rayon. Copy em- 
phasizing the value of the trade- 
mark as a means of identifying 
jrayon of certified quality will be 
| placed in women’s and class maga- 
zines, pattern books and _ business 
|papers. J. M. Mathes, New York, 


is the agency. 


Shows}¥Your PRODUCT to MILLIONS 


New Comet aerial 


show your product in 6! 
Now avail 


United States. See stor} 
tising Age, Pas 16. Writ 


excitingly. 


rates, information. 


COMET AERIAL ADVERTISING Co. 


489 FIFTH AVE 


Territories still ope 


NUE, NEW YORK 


bombs capture the eye— 


ant size, dramatically, 
able for first time in 
y in July 10th Adver- 
e or wire collect for 


MUrray Hill 2-2418 
n for representatives 
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‘Tide Water Is 
Staunch Exponent 
of Newscasts 


Three-Year Experience 
Proves Potency of Spot 
Promotion 


New York, July 27.—Executives | 
‘ Tide Water Associated Oil Com- | 
pany, Which spends more tha 
s250,000 annually on_ spot 


nake this large investment profit- 
able 

The general outline of the spot 
program has been the same for the 
last three years, a proportion of 70 
per cent news and 30 per cent sports 


being maintained. In some areas, 


such as Vermont, western Pennsyl- | 


vania and certain parts of New 


dealers on a 50-50 basis. In key 
areas such as New England, New 
York metropolitan district, Syra- 
cuse. Rochester and Philadelphia, 
Tide Water sponsors the broadcasts 
alone. 

Except in two cases, those of Stan 
Lomax in New York and Leo Bolley 
in Rochester, “name” commentators 
are not used. It is considered pref- 
erable to draw attention to Tydol 


gasoline and the news or sports 
event which is broadcast, rather 
than to an individual. Tide Water 


fortunate to have been associated 
with news broadcasts during the 
past few years when the public has 
gone “news crazy,” a spokesman 
declared. 


Brevity Proves Popular 
Part of the Tide Water formula 


»S = 
- 


the outset commercials 


TYPES OF NEWS BROADCASTS PREFERRED 


Percentage 
Description of Program Favoring 
Short, 5-minute “headline” type with few, if any details included 17 
Longer, 15-minute type in which important stories are presented in 
detai ia ee aes he ERS kaka be ee ee tate 38 
Dramatized versions, "March of Time" style, covering at least the 
most important happenings............ i haustas anes 29 
Combination of different techniques, generally the second-named 
type with some of the items dramatized................. 16 


Included in the Kansas State College research activity described on the page 


opposite was an investigation of the 
typical listeners. 


n | admittedly too long and brought an 
radio | unfavorable reaction from dealers 
ing described the methods which | 24 customers, but a little experi- 


|mentation corrected this weakness. 


n cases where the commentator 
handles the commercials, the latter 
are “tailored” to fit his individual 
style. 

One of the chief considerations 


| governing Tide Water’s wide use of 


| 


been to keep the commercials | 
the program as brief as possible. | “problem” markets. 


spot broadcasting is the versatility 
of the medium, allowing adjustments 


gasoline sales, the bulk of the serv- 
icing business occurs in the spring 
and fall. However, varying condi- 
tions of weather in different locali- 
ties may make use of many differ- 
ent appeals advisable. To cover 
this contingency, announcers are 
supplied with alternate commercials 
which are to be used according to 
the prevailing conditions. 


Flexibility Made Imperative 


Flexibility, it was pointed out, is 
also made imperative by the vary- 
ing work habits of different cities. 
In one place most of the people 
may go to work at 7 a. m.; in an- 
other at 9. Every attempt is made 
to adapt the program to actual con- 
ditions of everyday living. 

The versatility of spot further- 
more lends itself to the treating of 


If a price war | 
were | happens to be raging in one locality, | Water agency. 


types of news broadcasts favored by 


The results are summarized here. 


| so that the normal broadcasting 
|expenditure would render the profit 
| per gallon too low in that area, part 
|of the appropriation there can be 
;cut and put into a market where 
the competitive situation is normal. 


Check on Popularity 


Tide Water is not content to take 
the popularity of its spot programs 
for granted. Twice a year tests are 
‘conducted. These take the form of 
pushing some product, such as a 
wax or radiator cleaner which has 
been unadvertised in the area, on 
the broadcasts. Resulting sales in- 
dex the pulling power of the pro- 
gram, the company believes. 

Dealer enthusiasm is gauged more 
subtly. Periodically the company 
sends out a questionnaire to service 
station men, asking them to note 
the reactions of their customers, on 
such points as: Should a certain 
|announcer be replaced or the broad- 
| casting of a sport be discontinued? 

The questions are purposely pre- 
\sented in negative form to give the 
‘dealer the impression that such a 
move is contemplated. Since most 
service stations have radios and the 
|dealers are typical listeners, they 
invariably use the “remarks” col- 
/umn for contributing their personal 
opinions on the program. 

Lennen & Mitchell is the 


Tide 


Dramatized Spots 
Create Demand 


for Saf-T Cone 


Chicago, July 27.—An experiment 
which is being watched with con- 
siderable interest by marketers as 
well as the juveniles to whom it is 
directed is the effort of the Illinois 
Baking Corporation to induce 
youngsters, in buying ice cream 
cones, to specify Saf-T cones instead 
of using the generic term. Though 
| the campaign is not a large one, as 
|spot radio goes these days, and the 
| company declines to give any spe- 
| cific figures, it does profess satisfac- 
tion with the results. 

The only medium used is spot 
radio, one-minute transcribed an- 
nouncements being made on Sta- 
tions WLS and WGN, Chicago, and 
WCKY, Detroit. The John H. Dun- 
ham 


Company, the agency in 
charge, believes that “spot an- 
nouncements” is a misnomer, at 


least when the time is properly 
used, and that “one minute pro- 
gram” is more accurate. According 
to its reasoning, the successful one- 
minute dramatized announcement 
contains all of the elements of the 
more pretentious show, the only 
difference being in quantity. 

Max Goldberg, head of Illinois 
Baking Corporation, has long har- 
bored the secret belief that he 
makes the best ice cream cones in 
the country and that something 
should be done about it. Some years 
ago he started in this direction, and 
made such an impression on the 
National Baking Company that it 
bought his business and _trade- 
marks, removing Mr. Goldberg from 
the ice cream cone field for some 
years. 

On his return at the expiration 
iof the allotted time, he commis- 


A LANDSLIDE FoR RADIO... 


tS eh ee 


-, 


*4 


N May, the most prosperous food retailers and wholesalers in and 
near Los Angeles—the city’s best judges of successful food adver- 
tisiug—held lengthy conversations with representatives of Crossley, 
Inc. They talked about advertising in general. And voted on the two 
following questions in particular: 
A. “Which general advertising medium used by food 
manufacturers helps you most?” 
B. “What Los Angeles radio station should a food 

manufacturer use to move goods off your shelves?” 

The answers---checked and rechecked---add up to this giddy score: 


RADIO “FIRST CHOICE”—72.7% name radio as their “First Choice” 
of advertising media. 
142% more grocers, and 178% more wholesalers, vote for radio than 
for all other media combined. 


RNA 


dealer's choice. 


A LANDSLIDE FOR 


™ Every month for the past two and a half years. 


hed « Se ae 


| lation 


sioned the Dunham agency to meas- 
/ure the market. The agency found 
it big enough to justify promotion 
—-roughly, about as big as the soft 
drink field. Whereupon Mr. Gold- 
berg authorized a test campaign, 
|which is now in its sixth week. 
Makes New Start 


The spot announcements, sand- 
wiched in between popular juvenile 
programs, have not only caused a 
large segment of the younger popu- 
to ask for Saf-T cones, 
which, according to the advertising, 
combine strength and flavor, but 
have also caused them to scour the 
territory for dealers who have 
failed to stock this brand. When 
such a name is sent to the company, 
it rewards the searcher with cou- 


pons entitling him to three ice 
cream cones. Only one may be 
secured from his usual source of 


supply, the others coming from the 
new dealer. In the meantime, 
Illinois Baking Corporation has sent 
the delinquent retailer a stock on 
memorandum, so that he may fill 
the demand. This plan is regarded 
as forcing, but not too aggressive. 


Fodor Studio Opened 

A commercial art and advertising 
studio, specializing in caricatures, 
cartoons and comic strips, has been 
opened by Laszlo Fodor at 121 E. 
3lst street, New York. Mr. Fodor 
formerly headed a European press 
syndicate and art service and is 
known in this country through his 


work for the New York Times and 
the Bell Syndicate. 


‘To Use Newspapers 


Jewel Incandescent Lamp Com- 
pany, East Newark, N. J., will use 
newspapers for its fall and winter 
campaign. Scheck Advertising 
Agency, Newark, is the agency. 
Lasersohn to Expand 


Robert Lasersohn & Co., St. Louis 


* Confirmed by every competent audience survey ever made io this area, 


50,000 WATTS + COLUMBIA SQUARE » LOS ANGELES 


Owned and operated by Columbia Broadcasting System, Inc. « Represented by Radio Sales 4 


agency, will move to larger quar- 
ters in the Security National Bank 
bldg. Sept. 1. 
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KNX “FIRST CHOICE”—Not only ie KNX the uncontested “First Ry ; 
Choice” of 41.2%... but 46% more grocers vote for KNX than for ) 
Station B. \ ; 
180% more wholesalers vote for KNX than for Station B. 
302% more wholesalers vote for KNX than for station C, 
In the last analysis, this Crossley grocer study only completes an 
expected triple alliance in favor of KNX. Having the largest audience* 
and the greatest volume of advertising,** KNX just had to be “the os 
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July 31, 19% 


Three life-size snowmen spread the story 
half of Tavern pale beer. In addition 


phasizes the convenient “Pick Up 3" package. 


HAPPY THOUGHT FOR THESE DAYS 


of refreshment for sweltering days in be- 
to the cooling atmosphere the trio em- 
Harve Ferrill & Co., Chicago, 


created the display in collaboration with George H. Hartman, the agency. 


Sets Wage Level 
for Packaged 
Medicine Goods 


Washington, D. C., July 25.—Ef- 
fective Aug. 3 all manufacturers, 
processors and packagers of drugs, 
medicinal specialties and pharm- 
aceuticals who wish to bid on gov- 
ernment contracts for such products 
must pay employes a minimum 
wage of 37.5 cents per hour or $15 
for a maximum work week of 40 
hours, according to a ruling by the 
Secretary of Labor. 

Exempted from this order, en- 
tered pursuant to the Walsh-Healey 
Public Contracts Act, are manufac- 
turers of industrial chemicals, den- 
tifrices, shaving soap, shaving 
cream and talcum powder. 

The wage and hour edict was 
based on a recommendation of the 
Public Contracts Board which held 
hearings on the subject in October, 
1938. The board used as a basis 
for the recommendation a study of 
the industry made by the Women’s 
Bureau of the Labor Department. 
This study pointed out that the in- 


dustry was concentrated principally 
in New York, Michigan, Pennsyl- 
vania, Illinois, Indiana, New Jersey, 
Massachusetts, and Ohio. States of 
“lesser importance” were listed as 
California, Iowa, Wisconsin, Con- 
|necticut, Maryland, North Carolina 
and Tennessee. 

The order pointed out that “... 
it is not a common practice in the 
industry to pay wages below 35 
cents an hour” but that’ the 
weighted average wage for all 
workers is 37.7 cents an hour so 
| that “ . . consequently, a determi- 
ination of 37.5 cents an hour appears 
to be well supported by the evi- 
dence.” 
| Chief testimony in the hearings 
for the industry was given by rep- 
resentatives of the American Drug 
Manufacturers 
American Pharmaceutical Manu- 
facturers Association and the Toilet 
Goods Association. 


Fielding Joins Bauer 

Fred P. Fielding, with N. W. Ayer 
& Son since 1920, has joined Adrian 
Bauer Advertising Agency, Phila- 
delphia, as head of the new business 
department. 
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Radio-wise men and organizations take a look at the 


prosperous Oregon Market. They take another look at 


listener preference surveys . 


They take a third look at 


sales records made by the Oregonian’s radio stations 


KGW and KEX 


.. Then they do as the George B. 


Wallace Company did when they faced the job of intro- 


ducing the new Studebaker Champion in Portland, in 


Oregon and Southwestern Washington. 


Mr. Wallace, Studebaker distributor, tells the story of 


what happened. “We elected to use KGW as a major 


factor in announcing the new 


Studebaker Cham pion. We 


expected to make many sales in this market and our ex- 


pectations have been handsomely realized. | also wish to 


express our appreciation of your very excellent service 


and help in making our campaign the success it is.” 


a 
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Moral—What KGW and KEX is doing for others it can do for you. 


620 KC 


RADIO STATIONS OF THE 


OREGONIAN 


1180 «Cc 
5000 WATTS DAYS 5000 WATTS 
1000 WATTS NIGHTS PORTLAND + OREGON CONTINUOUS 
NBC RED NBC BLUE 
Representatives EDWARD PETRY & CO. INC. 
New York Chicago Detroit St. Louis San Francisco Los Angeles 
A’ 


Association, the | 
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Getting Personal 


Although he last called Cleveland his home 17 years ago, Jerome 
Patterson, a.m., Vick Chemical Company, is still a strong booster for 
the Cleveland Indians of the American League. . . Paul Garrett, 
director of public relations, General Motors Corporation, is honey- 
mooning in the West after being married in Chicago. Paul used to 
be financial editor of the N. Y. Post, and was elected to Phi Beta 
Kappa in his undergraduate days at Whitman College. . . 

Add odd hobbies of admen: Joe Bloom, president of the radio 
representative firm of Forjoe & Co., dabbles in higher mathematics 
in spare moments. . . S. T. Bell, prod. mgr., Walters agency, is a 
weight-lifting enthusiast. . . 

R. F. Warren, a.m., Bulova Watch Company, is back in harness 
after vacationing. Ed Kirby, public relations director, National 
Association of Broadcasters, is passing the cigars. It’s a baby girl 
at the Kirby’s. .. 

C. T. Ayres, Ruthrauff & Ryan time buyer, is back at work won- 
dering why vacations have to end so soon. . . Leonard Dreyfuss, prexy 
of United Advertising Corporation, played host to a group of dis- 
tinguished Jerseyites at a luncheon on the World’s Fair grounds. . . 
Frank Braucher, v.p., Station WOR, chose the White Mountains for 
his summer layoff. . . 

Samuel J. Henry, Jr., s.p.m., World Broadcasting System, was 
New England 440-yard swimming champion a decade ago. 

L. S. Shuford of Lord & Thomas is looking forward to an August 
marriage. He was formerly a.m., Warner Brothers Pictures, and v.p., 
Biow Company... 

Alexander Macy, L. E. Waterman adman, is another July vaca- 
tioner. While the South Carolina Press Assn. was holding its 
convention in Gotham, Roger C. Peace, president of the group and 
publisher of the Greenville News and Piedmont, bought the one- 
millionth glass of beer served at Schaefer Center at the World’s Fair. 
He was rewarded by having his hand and footprints inscribed along 
with his autograph on a cement walk called the Court of Fame. . . 

While in London, publishers Eugene Meyer of the Washington 
Post and Paul Patterson of the Baltimore Sun attended a luncheon 
tendered by Ambassador Joseph P. Kennedy in honor of Lord Halifax, 
British Foreign Secretary. . . 

Roy Foster, secretary of A. DePinna Company, has an October 
date to witness the marriage of son Malcolm to Helen Friendly, 
daughter of Edwin S. Friendly, business mgr. of the N. Y. Sun. 
Malcolm is also with DePinna.. . 

Scott Faron, a.m., Glass Container Assn., fathered the Semicolon 
Club, and is one of the most faithful attendants at its weekly 
luncheons. . . Robert Mountain, one of Young & Rubicam’s bright 
young men, is going to marry the sister of the girl his brother is 
going to marry... 

The Early Birds, an organization of veteran aviators, presented 
Frank A. Tichenor, publisher of Aero Digest, with a scroll in recog- 
nition of his services to aviation. The publisher replied by saying 
that he plans to present a collection of 3,000 items on flying to the 
Early Birds Museum. . . 


ADVERTISING RECEPTIONIST BECOMES COVER GIRL 


Mary B. Eustace, advertising department receptionist for Helena Rubenstein, 
Inc., receives a check for $100 from Asa Blish, True Story Eastern sales manager, 


for winning the cover contest for the September issue of True Story. Roy V. 
Titus, son of Mme. Rubenstein and an advertising executive of the company, 
looks on. 


John T. Miller, proprietor of his own N. Y. agency, has moved 
into a swell new home at Squire Hills, N. J. . . William G. Starr, of 
Sutton & O’Brien advertising artists, has a date with a girl and a 
preacher next October. . . 

Before leaving the copy staff of McCann-Erickson, Inc., Chicago, 
to become publisher of the Gazette at Berkeley, Cal., a family prop- 
erty, George Dunscomb collaborated with George Halas, owner of the 
Chicago Bears, on “Hold What Line?” a football yarn to appear in 
The Saturday Evening Post in the fall. . . Aaron Davis, one of the 
founders and an executive of Anderson, Davis & Platte, New York 
agency, crashed Collier’s with one of his stories of Cape Cod. . . 

Nan Howard, account executive on WEEI, Boston, has developed 
quite a reputation for her brilliant sketches and drawings of Boston’s 
waterfront. .. Arthur F. Douglas, new executive v.p. of Hotels Statler 
Company, New York, is a brother of William O. Douglas, associate 
justice of the United States Supreme Court. . . 

Louis J. Nelson, Jr., of Wade Advertising Agency, Chicago, for- 
sook bachelorhood on July 14. . . Chile Southward, executive sec’y. of 
the Chicago Federated Advertising Club, is vacationing in South 
America. . Mel Roach, production manager of Allied Advertising 
Agencies, Los Angeles, is back in harness again after an extensive 
European tour and a motor trip across the United States. . . 

Robert Bird, 14 year old son of Harry L. Bird, who manages 
Needham, Louis & Brorby’s Milwaukee service office, won a full four 
year scholarship to Milwaukee University School in a competitive 
examination open to all eighth grade students in Milwaukee County 
public schools. . 


Robin D. Fleming, planning and production manager of Frank 
Howley Advertising Company, Philadelphia, is spending his vacation 
fishing off the shores of New Jersey. 


ee 


<a, 


‘Boston Transcript 
Interprets News 
in Final Edition 


Boston, July 27.—A departure ;, 
American journalism was evidence, 
here this week when the 110-yea». 
old Boston Evening Transcript pyp. 
lished its initial ““Newscope”’ editioy 
This edition, to be the final op, 
each day, presents a front page de. 
voted to an interpretative summap 
of local, national and foreign ney. 
The customary news dispatches ay, 
found on the inside pages; the frop; 
page offers an orderly, concise nar. 
rative that is interesting and jp. 
formative. Treatment of photo. 
graphic material also is marked) 
different from the customary news. 
paper style. Two full columns, o; 
wider measure than ordinarily see, 
are given over to a picture ston 
designed to be a day-by-day pir. 
torial narrative. Early editions wij) 
for the present, appear in the oj 
form. 


Public Wants Perspective 


“Inspiration for this innovatio; 
in the newspaper field,” stated 
Richard N. Johnson, publisher o; 
the Transcript, “comes from the 
fact that the public is demanding 
not just news, but its meaning ang 
perspective. The public has gon 
on record in unmistakable terms ip 
favor of an interpretative digest oj 
the news. An indication of this 
trend is the success of radio com- 
mentation, the new weekly news 
magazines, and moving picture news 
programs. 

“There have been 
rumblings in many metropolita 
centers that various newspaper: 
would provide such an edition, but 
we believe that the Transcript— 
thanks to day and night experi- 
mental work by its editors for sev- 
|eral months—is the first to presen’ 
such a paper. ‘Newscope’ is ne 
and distinctive, yet it is far fron 
sensational. It presents an order); 
typographical appearance, becaus 
of the elimination of confusing 
headings and sub-headings, an 
miscellaneous, haphazard  photo- 
graphs. We have had the benefi 
of some of the best thinking o! 
journalistic, educational and _busi- 
ness minds, and have a convictior 
that our undertaking is definitely in 
tune with today’s trend.” 


Advertising Executives Attend 


Announcement of the Transcript: 
plans was made at a luncheon Tues- 
day noon at the Copley-Plaza, at- 
tended by several hundred prom- 
nent advertising and business ex- 
ecutives. Paul Hollister, executive 
vice-president of R. H. Macy & C 
New York, and P. A. O’Conne! 
president of the Retail Trade Boar¢ 
of Boston, were the principa 
speakers. 


rumors and 


St. George to Howard 


The Hotel St. George, Brookly? 
has named E. T. Howard Compan) 
New York, to handle its accoun' 
Arthur L. Lippmann is account é* 
ecutive. 
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THE MARKET DATA BOOK 


AT WORK . i tunver 504 0 serie 


We have asked a cross-section of recipients of the 1939 edition of the Market Data 
Book Issue of Industrial Marketing for specific examples of their use of the book. 
Presented here is the fifth batch of excerpts from their replies (original letters 
are in our files). In every case, these comments show the Market Data Book 
actually at work. General comments and aimless back-patting are omitted. 


Case No. 34. 
New York agency: 


“T think it is an excellent compila- 
tion, and I use it more than any other 
service in schedule building. Your data 
book must be even more useful to the 
advertiser than it is to the agency, since 


of not finding the information that we 
were seeking. During the years that 
this was not published, we were disap- 
pointed at times in not being able to 
secure the information that we were 
seeking.” 


Case No. 38. 


The Market Data Book on a solicita- 
tion. By writing to the marketing 
division of one magazine, which we 
found listed in the book, we were able 
to get information that helped us make 
a most successful solicitation.” 


Case No. 41. 


they lack our comprehensive media Poymnsylyvania Rhode Island agency: 
ie files. It is a splendid job.” ; 

2 “0 fe ga manujsacturer: “To be perfectly frank with you I 
Case No. 35. New “Wend The Market Data Book ot ‘mot use The Market Data Book very 
1 ° great help to us in securing rates, etc. the textile field, with which I am al- 
s York manufacturer: in the preparation of our advertising ready pretty wall aeuiaieiel © tom 
7 “We find The Market Data Book of budget. It is the writer’s opinion that “en i “4 — ; 
n - ; ne : . used the book, however, a few times in 
0- great help to us here in checking on the book, in its present form, is most conection with oles wmatie aol 
fi circulations, rates, ete., of the various suitable.” found it very useful in its present 
“. trade publications.” form,” = 

. Case No. 36. N Case No. 39. New 

, ase INO. 30. INeW York manufacturer: Case No. 42. 

| York manufacturer : “The Market Data Book issue is Ohio manufacturer: 
“In the first place I find that this especially helpful when planning our “We have found your Market Data 
at- book is practically indispensable as far advertising program at the beginning Book extremely essential in making up 


as its convenience and general avail- 
ability is concerned. We use the book 
in looking over a new field to generally 
determine how many magazines there 
are in the field reaching that market 
group, and then investigate these mag- 
azines individually, usually going into 
the field and talking with actual users 
of our product to determine which 
magazines have the greatest reader 
interest, preference, etc.” 


Case No. 37. New 
York manufacturer: 


“It is only occasionally that we wish 
to refer to your book. On those occa- 
sions when we have, however, we have 
desired the information quite badly 
and were tickled to death to be able to 
secure it so readily. We do not recall 


of the year. The arrangement and con- 
densed information pertaining to vari- 
ous markets and allied publications is 


well planned for quick comparison.” 


Case No. 40. 
Pennsylvania agency: 


“We refer to The Market Data 
Book many, many times during every 
month. Invariably, we find that it gives 
us basic facts that enable us to ‘talk 
shop’ from a marketing standpoint, 
with many of our clients and prospects. 
When things get to the point where we 
need to seek additional information to 
back up our selling, we turn to The 
Market Data Book and ofttimes find 
listed the sources of additional informa- 
tion. I'd like to tell you about one par- 
ticular instance where we employed 


our media lists. Our method of proce- 
dure is usually to select from your 
Market Data Book, the publications 
which we believe will best suit our par- 
ticular needs. From this media list, we 
then secure other information from 
ABC reports and NIAA reports which 
helps us make our final selection.” 


Case No. 43. Indiana 
manufacturer: 


“We have found the section on 
Power Plants of great help to us in 
checking our sales against boiler horse- 
power in the various sections of the 
country. The data supplied in The 
Market Data Book is among the most 
valuable that we have compiled in con- 
nection with our research into the 
power plant field.” 


The Market Data Book, as these comments and others to follow show, 
fills a remarkable place in the marketing and space buying plans of all 
kinds of companies and all kinds of agencies throughout the country. It 
is the one place in which market and media information are presented 
side by side, giving the user acomplete picture. Plan now to be adequately 
represented in the next issue, to be placed in users’ hands October 25. 
Industrial Marketing, 100 E. Ohio St., Chicago, 330 W. 42nd St., New York. 
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ADVERTISING AGE 


Pea Cider ta all 


July 31, 1939 


Earnings of| 


| 


Advertisers 


Bon Ami Company 

Report for six months ended June 
30 shows net profit of $717,284, | 
compared with $679,035 for the first | 
half of last year, an increase of 
5.73 per cent. 


E. I. du Pont de Nemours 

For the quarter ended June 30, 
net profit totaled $20,796,159, against 
$9,977,003 for the corresponding 
period in 1938. This is a gain of 
110 per cent. Sales for the second 
quarter aggregated $69,743,731, 
compared with $53,297,770 for the | 
like 1938 period. | 


General Foods 


Net profit was $3,661,018 for the | 
second quarter, a gain of 29.9 per | 
cent over $2,817,851 for the June 
quarter of 1938. Net profit for the 
first six months amounted to} 
$7,574,584, against $6,193,578 for the 
first half of last year. 


National Biscuit 
Report for the 
June 
263, compared with $2,984,565 
the second quarter of last year, 
$2,969,333 for 
this year. 


quarter 


for 
and 
the first quarter of 


Wm. Wrigley Jr. Company 
Net profit totaled $2,365,654 for 
the June quarter, compared with 


$1,948,781 for the like 1938 quarter, 
a gain of 21.39 per cent. For 


six 


ended | 
30 shows net profit of $2,885,- | 


DOCTORS AND BANKERS GET TOGETHER 


THE SHAWMUTZ BANE IS THE 


PLACE TO GET XYOUB LOA 


fs 


LET'S MAKE THIS 
“PAY-YOUR-DOCTOR-WEEK” 


need not bank here to borrow. 


By ton can renew op to $000 t on of out serene 
Shawmut offices, by meeting a few simple requirements. You 
Consolidate your debits: pay 
them with a “SHAWMUT TIME LOAN.” You heve a full 
year to make repayment. Generally the last to be paid, doo- 
tore and dentists deserve special consideration. Do them — 
and yourself — a favor. Pay off your debts NOW, through the 
“TIME LOAN PLAN” of the Shawmut Bank. 


THE NATION 


SS 


Shawmut Bank 


Member Federal Deposit Insurance Corporation 


AL 


DOCTORS AND DENTISTS: TELL YOUR PATIENTS ABOUT OUR “TIME LOAN PLAN” 


Doctors and bankers joined hands to promote a 
The campaign is running in Boston newspapers. 


Boston area. 


"Pay-Your-Doctor Week" in the 


months ended June 30, net profit | 
was $4,559,010, 
for the first half of 1938. This is 
\* in increase of 34.77 per cent. 


| National Cash Register 
For the quarter ended June 30, 


net profit amounted to $704,344, 
compared with $866,892 for the 
=|June quarter of 1938, a drop of 


For six months 
net profit was 


18.76 per cent. 
ended June 30, 


corresponding period a year ago. 


Hercules Powder 

Report for six months ended June 
30 shows net profit of $2,269,470, a 
gain of 91.97 per cent over net 
profit of $1,182,148 for the first half 
of last year. Net sales totaled $18,- 


against $3,382,604 | | 


$1,188,369, against $1,475,088 for the | 


You can make it your most profitable 
for your new business men. 


rolls, etc., offers his services (and h 
“top string’ advertising agency that 
for value received. 


diversified accounts with comparatively 
mies that will absorb his salary (if your 


entry into all fields of publication, n 


producer of useful, 
moving, hard hitting unit that you will 


Current services: More than one and 
months on a construction account. 


than 250 million circulation in ten week 


Consistently earning $20,000 per year 


ences, etc. 


and there's no hurry. 


Box 


Unique and highly developed technique, 
effort and expense, affords exceptionally high quality and quantity linage and 
circulation at unbelievably low cost . . 


lf you contemplate a change later just tuck this away. 


IS YOUR PUBLICITY SERVICE WEAK? 
A PROFITLESS, ESSENTIAL NUISANCE? 


department and a potent selling wedge 


* 


The nominal head of an old established, highly efficient publicity organiza- 
tion (safely established among the top half dozen), tired of tax forms, pay- 


ighly efficient staff, if required) to a 
can afford to pay a five digit salary 


* 


reaching all media with minimum 


. simultaneous service to a multiple of 
small and inexpensive staff . . . econo- 
publicity accounts aggregate $40,000 or 


more per year), afford you a worth while profit, and your clients unusual service 
at costs that will hardly dent their budgets . . 
believe it, these are used in this day of keen competition) that your new busi- 
ness men can use against ANY competition . . 
teed basis (as to lines, circulation and breadth of coverage) that help get 
new advertising contracts and retain old ones . . 


. a potent selling wedge (and 
. publicity plans on a guaran- 


. established outlets affording 


ews, feature and picture dissemination 


(reaching every community in the United States—abroad if required) where 
hundreds of editors recognize the writer as a welcome visitor and dependable 
interesting created and natural material .. . 


a smooth 
hardly know is in your service. 


one half billion circulation during six 


More than three billion circulation during 
twenty months on a product involving the use of a registered trade name. More 


s on a resort account, etc. Broad expe- 


rience with textiles, fashion items, transportation, industry, hotels, resorts, foreign 
countries, public relations, products, etc. 


average. Willing to step down a few 


pegs to be relieved of individual responsibilities of present capacity. Salary 
required will positively be absorbed by economies introduced if agency pub- 
licity accounts total more than $40,000 per year. 


All statements made here can be definitely proven by clip books on all 
accounts, tabulated linage and circulation reports, client and editorial refer- 
All responses to this advertisement will be considered confidential. 


I'm doing pretty well 


1834 
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151, 384, against $15,598,475 for the 
first six months of 1938, a rise of 
| 16.36 per cent. 


| Caterpillar Tractor 

| Net profit amounted to $479,438 
in June, compared with net loss of 
$444,515 in June, 1938, and net 
profit of $416,456 in May. For six 
months ended June 30, net profit 
was $2,315,380, against $1,132,614 
for the first half of 1938. 


Lehn & Fink 


For six months ended June 30, 
net profit amounted to $307,666, 
compared with $154,796 for the first 
half of 1938, an increase of 98.7 per 
cent. 


Congoleum-Nairn 

For six months ended June 30, 
net profit totaled $914,252, com- 
pared with $316,790 for the corre- 
sponding period a year ago, a gain 
of 287 per cent. 


Life Savers Corporation 


Net profit for the first half of 
this year totaled $493,560, compared 
with $472,982 for the first six 
months of 1938. 


Norwich Pharmacal Company 

For six months ended June 30, 
net profit amounted to $388,161, 
compared with $284,882 for the first 
half of 1938. This is a gain of 36.25 
per cent. 


Cor Products Refining 


For the quarter ended June 30, 
net profit amounted to $2,201,335, 
compared with $2,123,830 for the 
June quarter of last year. For six 
months ended June 30, net income 
amounted to $4,204,693, against 
$5,046,623 for the first half of 1938. 


Bayuk Cigars 

| For six months ended June 30, 
consolidated net profit was $734,580, 
compared with $473,291 for the 
corresponding period in 1938. This 
is a gain of 55 per cent. 


| 

| 

Underwood Elliott Fisher 

| For the quarter ended June 30, 
jnet profit amounted to $300,756, 
|against $371,503 for the June quar- 
a in 1938. 


Container Corporation 

Report shows net earnings of 
$32,249 for the first half of this 
year, compared with net loss of 
| $120,251 in the corresponding 
|} period of 1938. 


Libbey-Owens-Ford 


Net profit was $2,654,813 for the 
| first half of 1939, compared with 
net loss of $421,880 for the same 


|period a year ago. 


Tape Transmission 
Closing First Year 
in United States 


Advertisers Show In- 
terest as 40 Stations In- 
stall Equipment 


New York, July 26.—Fast becom- 
ing an important factor in the spot 
radio field, Miller Broadcasting Sys- 
tem will shortly enter its second 
year of offering transmission 
through tape. During its 11 months 
of commercial operation in this 
country, Millertape apparatus has 
been installed as a substitute for 
both live and transcribed equip- 
ment by 40 stations in major cities. 
Results of the innovation, which 
has been used for over three years 
in England and Europe, have been 
eminently satisfactory, David D. 
Chrisman, commercial mana ger, 
told ADVERTISING AGE here today. 
Latest feather in the Millertape cap 
is the signing of two 50,000 watt 
stations to carry tape programs, in- 
cluding WOR, Newark, and WTIC, 
Hartford. A chain of 100 outlets is 
the goal of Mr. Chrisman. 

Another recent accomplishment 
was a deal with American Tobacco 
Company by which Kay Kyser’s 
program for Lucky Strikes is re- 
broadcast each week via Millertape 
over Station WOR. The program 
is aired over the Red network of 
the National Broadcasting Company 
on Wednesday nights, and is heard 
the following night over the Newark 
outlet. Prior to this arrangement, 
NBC had consistently refused to 
allow any advertiser to put a line 
into an NBC studio to pick up a 
program for rebroadcast. 


Expansion Is Planned 


Mr. Chrisman said that within 90 
days Miller plans to establish re- 
cording studios in Hollywood, Chi- 
cago and several other cities. This 
will result in improved quality 
since the tape recording can be 
made at the point of origin rather 
than reproducing the somewhat 
poorer version after transmission 
by wire for long distances. 

Millertape apparatus is installed 
in stations free of charge, with sta- 
tions paying Miller a 20 per cent 
commission on all business which 
Miller can furnish. One major user 
of tape at present is Ironized Yeast 
Company, sponsor of “Goodwill 
Hour” over Mutual Broadcasting 
System. The program, a package 


—— 


New York, lasts for one hour in jt; 
live version and is cut down to a 
half hour for the tape version. 


Uses of System 


Several agencies are using Miller. 
tape for auditioning talent, wr 
Chrisman said. By using tape, it jc 
unnecessary to bring the artist ang 
sponsor together. The tape record. 
ing can be made at the artist’s con. 
venience, and run off at the spon- 
sor’s convenience, with quality 
equal to a live broadcast. 

General Foods Corporation re- 
cently made a novel experiment 
using Miller facilities. High spots 
of four of its network programs. 
featuring Jack Benny, Kate Smith. 
Al Pearce and “We the People,” 
were recorded on tape and pieced 
together to make one half-hour 
show. No use of this recording has 
been made as yet. 

Both advertisers and agencies 
have indicated considerable interest 
in the development of tape trans- 
mission. Several agencies have 
called meetings of their executives 
to learn the new system. One ad- 
vertiser was particularly impressed 
when an actor coughed while a pro- 
gram was recorded on tape, and 
when Miller edited out the slip by 
cutting the tape and then splicing 
it back together with only the cough 
omitted. 


Breidt Beer Uses Papers 


Peter Breidt Brewing Company, 
Elizabeth, N. J., will use newspapers 
in New York, New Jersey and Con- 
necticut in a new campaign. Copy 
will emphasize a “fourth ingredi- 
ent,” which is proper aging of the 
beer. Newspapers will be supple- 
mented by business papers, outdoor 
advertising and direct mail. A. W 
Lewin Company, Newark, is _ in 
charge. 


Names Jasper, Lynch 


Chlorine Service Corporation 
New York, has named _ Jasper 
Lynch & Fishel, New York, t 
handle promotion of its therapeutic 
treatments for sinus and hay fever.} 
Local newspapers are being used | 
Leonard J. Beckwith, formerly head 
of his own agency in New York 
has joined the executive staff of th 
agency. 


Postage Stamp to 
Commemorate Printing 


A postage stamp will be issued 
Sept. 25 by the United States gov- 
ernment commemorating the 300th) 
anniversary of the introduction of 
printing into the American colonies 


Acquires “Purchasing” 
Conover-Mast Corporation, New 

York, publisher of Mill & Factory, 

has acquired Purchasing, effective 


show originated by Station WMCA, | with the September issue. 
= ——_ | 
a TRIAL EQUIPMENT NEW 
Started = EN New ~ L Member 
1933 sina wars CCA 


“IEN’S”’ THE SPOT! 


WHERE 51,448 ACTIVE PLANT OPERATING MEN 
IN THE LARGER PLANTS IN ALL INDUSTRIES 
LOOK FOR THEIR OPERATING NEEDS. 


Result of this exclusive “LOOKING FOR” reader usage 


PROOF? 


DETAILS? 


is results for advertisers from standard units of space 


costing only $79 to $85 a month. 


More coverage and more advertising action than offered 


by any other publication of similar circulation. 


More than 375 advertisers for August. 


Write for “THE TIEN PLAN”, 


a 


THOMAS PUBLISHING CO., 461 Eighth Avenue, N. Y.¢ 
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ADVERTISING AGE 


—_— 


NATIONAL SPOT TREND—IST QUARTER, 


1939 


[ Figures below represent expenditures reported by 135 radio stations cooperating | 


with Publishers Information Bureau. 
total expenditures for any advertiser. ] 


AUTOMOTIVE 
Ford Motor Company.............. 
Firestone Tire & Rubber Co........ 


CIGARS, CIGARETTES & TOBACCO 


Axton-Fisher Tobacco Company.... 
Bayuk Cigars, Inc. .............--. 
Consolidated oe ere 
F. Lorillard Company........... 
Mail Pouch Tobacco _—: 

R. J. Reynolds Tobacco Co.. 

Stephano Brothers 
R. G. Sullivan, Inc................. 


CONFECTIONERY & SOFT DRINKS 


American Chicle Company......... 
National Dairy Products... 

Peter Paul, Inc.. : 

Coca-Cola Company i 
Hoffman Beverage Company... 


DRUGS & TOILET GOODS» 
Chamberlain Laboratories 
Lehn & Fink Prod. Corp........... 
Pacquin Laboratory, Inc.. = 
Ramsdell, Inc. 
Bathasweet Corp. 
Colgate-Palmolive-Peet Co. 
Gillette Safety Razor Co.. 
Manhattan Soap Co........... 
Procter 
pr. C. Remedy Co.. ee Ss ee 
Dr. W. B. Caldwell, Inc. Ln tie sans are 
Carleton & Hovey Co.. 

Carter Medicine Co.. 

Consolidated Drug Trade Prod.. 
Ex-Lax, Inc. 
Foley & Co.. Perales 
Grove’s Laboratories 

Healthaids Fis 
Slronized Yeast Co.. ES eee 
Thos. Leeming & Co....... 
Lewis-Howe Company 
Luden’s, Inc. . 
Maryland Pharmaceutical Co. 
Miles Laboratories ..... 
Modern Living Health Inst.. 


oi fy 
er ee ee 


I Potter Drug & Chemical Co.. 
te ae oad wivlin. Sima 
g Stanco, I eee 

White Laboratories ............... 


FINANCIAL AND INSURANCE 
}Household Finance Corp........... 


FOODS & FOOD BEVERAGES 
PaCampbell Cereal Co................ 
General Mills, Inc.... ad 
‘Kellogg Company 
sLittle Crow Milling........ falas 
Quaker Oats Company... 
sorden Farm Products. . 
a. A. FOMOE GB Gee. ove cise 
Wm. S. Seull Co....... 
Wander Company ......... 
John Morrell & Co....... 
Campbell Soup Co....... 
First National Stores... 
General Foods ......... 
Gordon Baking Co.......... 
Kroger Grocery & Baking... 
UG TN, cc cncccicdeteree 
Loose-Wiles Biscuit Co..... 
pAlfred W. McCann Labs... 
wembek: Gs PeGGsc sxc cviscess 
)Procter & Gamble (Crisco and F uf 0 
Reid — Co Werssekeedess 
R Rumi 


son Oil & Snow Drift Sales. 


preted & FIELD 
Chilean Nitrate Educational Bureau 


ww ll k!.lUlU Rae 


JEWELRY & SILVERWARE 
Benru UR 


1lova Watch Co.. 


& Gamble... are eerie 


Seedseeeseaeeuse 


LUBRICANTS, PETROLEU M PRODU CTS 


. & FUEL 

A we a ere errr es 
— delphia & grag Coal Co.. 
‘Hillips Petroleum Co.. ” 


acuum Oil Co.. 


(Continued on 2 Page 27) 


They are indicative of a trend, 


1939 
23,703 
16,440 


24,507 
39,218 
17,791 
36,723 
10,250 
90,240 
24,835 
10,665 


11,403 
10,751 
30,144 
35,769 
14,400 


24,074 
27,886 
11,782 
26,400 
12,420 
24,822 
11,700 
39,578 
20,442 
53,308 
31,905 
14,315 
61,465 
94,146 
45,534 
12,654 
25,019 
24,981 
19,636 
38,030 
63,017 
10,912 
17,761 
14,368 
10,800 
42,315 
10,918 
31,599 
35,553 
15,913 
25,693 


38,003 
28,129 


26,660 


- 252.602 


rather than | 


1938 
$ 2,468 
1,155 


9,834 

880 

288 

10,387 

(Not Listed) 
(Not Listed) 
8,054 

9,067 


(Not Listed) 
32,413 
(Not Listed) 


10,043 
3,423 
11,878 
(Not Listed) | 
9,076 | 
32,016 
11,980 
7,828 
55,679 
31,026 
33,811 
12,079 
56,661 
54,873 
5,406 
11,519 | 

1,339 
(Not Listed) | 
11,935 | 
16,659 | 

47, 615 | 
(Not Listed) | | 
26,092 | 
89,522 | 
7,410 | | 

22,643 
27,819 | 
(Not Listed) | 
27,406 | 
(Not Listed) | 
12,844 


5,439. 


28,475 | 

107,692 | 

18,064 | 

11,415 | 

20,602 | 

9,097 | 

22,783 | 
13,032 

28,792 | 

(Not Listed) 
(Not Listed) 

22,040 | 

10,010 | 

22,598 | 

47,699 | 

59,829 | 

(Not Listed) | 

18,900 

16,413 

10,136 
30,331 

23,585 

6,075 


8,409 


8,975 
40,054 


24,634 
206,002 


9,540 

(Not Listed) 
13,571 

(Not Listed) 
1,656 

4,176 


Outstanding Advertisements of the Year 


The «¢ 
conta 


of the year featured in magazines. 


Not only are the advertisements reproduced but in each case data is 
Sven as to the results obtained and comments and analysis on the 


current release of the Dartnell Service, 
ns @ special report featuring twenty-six outstanding advertisements 


reasons for the success of the copy appeal. 


This single release will be sent on approval to executives interested in 


"Sales Promotion Plans,” 


. ‘ees promotion. Price $3.00. 
HE DARTNELL CORPORATION, 4660 RAVENSWOOD AVENUE 
CHICAGO, ILLINOIS 
i 
tia. ; 


Cigarette, Beer 
Spot Expenditures 
Push Radio Upward 


New York, July 26.—The steadily 
increasing importance of spot radio | 
in the national advertising picture | 
was accentuated this week by an | 
analysis of expenditures of leading | 
advertisers in this medium during) 
the first three months of this tagged 
The figures, the latest available at | 
this writing, were from Publishers’ | 
Information Bureau returns from | 
135 individual radio stations, cov- | 
ering the 24 advertising classifica- | 
tions regularly listed and including | 
virtually all national advertisers | 
who used spot radio during Janu-'| 
ary, February and March. 


National Spot Gains 


The reports indicated that during | 
the first quarter of 1939 national | 
spot rose about 10 per cent over the | 


same period of 1938. PIB totals of this year were cigars, cigarettes 
,and tobacco which boosted its ex- 
penditure more than 60 per cent; 
| jewelry and silverware, house fur- 
registered | nishings, 
major increases for the first quarter | beers. 


were: 

426; 

109. 
Classifications 


1939 (135 stations) —$4,520,- 
1938 (167 stations) —$4,418,- 


that 


Individual Souffles with Asparagus 


NATIONAL SPOT EXPENDITURES—FIRST QUARTER 
Ist Quarter ist Quarter 
1939 1938 

CLASSIFICATION (135 Stations) (167 Stations) 
Automotive ‘ $ 62,836 $ 178,728 
Building Materials .. 22,561 58,409 
Cigars, Cigarettes and Tobacco 267,030 165,794 
Clothing and Dry Goods. . 22,203 12,283 
Confectionery and Soft Drinks 179,664 146,578 
Drugs and Toilet Goods.... 1,095,140 |,200,688 
Financial and Insurance...... 41,762 41,878 
Foods and Food Beverages. | 043,311 1,138,673 
Garden and Field......... 40,859 67,590 
House Furnishings ....... 105,187 63,549 
Jewelry and Silverware. . 279,835 254,128 
Lubricants, Petroleum Products and Fuel.... 414,504 313,987 a 
Machinery, Farm ee ' and Supplies..... 35,481 33,421 a. 
Office Equipment ...... 50 6,078 aa 
Paints and Hardware... 8,343 8,527 
Radios, Phonographs, Musical Instruments 114,455 95,701 
Schools and Correspondence Courses 51,759 33,329 
Shoes and Leather Goods..... 76,186 25,788 
Soaps and Household Supplies 211,502 213,369 
Sporting Goods .... 764 7,870 
Stationery and Publishers. .. 34,910 48,764 
Travel and Hotels... 55,624 44,045 . 
Wines, Beers and Liquors. . 177,711 89,246 at 
Miscellaneous ......... 178,669 169,686 i 

Total $4,520,426 $4,418,109 


Gets Tappan Stove 


| Tappan Stove Company, Mans- 
| field, O., manufacturer of gas 
ranges, has placed its advertising 
account with McCann-Erickson, 
Cleveland. 


radios 


and wines and 


THEY’LL HAVE 
DINNER IN 
BED TODAY! 


Remember all the fuss that’s caused in the ordi- 
nary household when Mother or Father or one 
of the children has to have breakfast in bed, 
or when a tray is prepared for the favorite aunt 


who just arrived in town last night? 


Multiply that by 900,000 and then multiply it 
again by 3 to take care of lunch and dinner 
us well as breakfast, and you have some idea 
of the number of meals-in-bed that this coun- 
try’s hospitals serve to patients every day in the 


year, including Sundays and holidays. 


That will give you some idea of the extent of 
the hospital field as a market for foods and 
foodstuffs, kitchen equipment and supplies, food 
transportation and service equipment, napery, 


dishes, tableware, ete. 


But if you want a really accurate picture you'll 
have to visualize the vast army of perfectly well 
people—nurses, technicians, maintenance and 
housekeeping staffs, ete.—which is also fed daily 
in the nation’s hospitals. For it takes, on the 
average, three well people to take care of two 


sick people in a hospital. 


Add all that up and you get a rough picture of 
one of the nation’s primary food markets—the 
hospital field. And add up the preferences of 
hospital dietitians and administrators and you 
get the answer on how to sell more foodstuffs, 


equipment and supplies to the hospital market. 


HOSPITAL MANAGEMENT 


The News and Technical Journal of Administration 


100 E. Ohio St. &) yy 330 W. 42nd St. 


Chicago New York 
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Alka-Seltzer 
Aims for Widest 
Possible Audience 


Universal Appeal Is First 
Essential in Radio Pro- 
motion 


Elkhart, Ind., July 27.—The story 
behind the spectacular merchandis- 
ing success that Miles Laboratories 
has achieved with Alka-Seltzer is 
punctuated by numerous evidences 
of a singularly sound grasp of the 
consumer’s mind. The breezy car 
card jingles that have become fa- 
miliar to millions of surface, ele- 
vated and subway riders throughout 
the country; the infectious appeal of 
the National Barn Dance, now in its 
seventh year on the air; and the 
warm fellowship of Uncle Ezra all 
bear witness to the advertising in- 
genuity that has pushed Alka- 
Seltzer sales to record heights. 

In addition, however, there is a 
supplementary activity that carries 
the Alka-Seltzer story into markets 
as different as Juneau, Alaska, and 
Clay Center, Neb., and as far apart 
as Honolulu and Lewiston, Me. This 
is the Miles Laboratories’ spot radio 
schedule which last year involved 
an expenditure of more than $100,- 
000, in addition to the network 
broadcasting budget which is in the 
“above $1,000,000” bracket. 


Cites Double Objective 


In outlining the merchandising 
philosophy that guides Alka-Seltzer, 
O. B. Capelle, sales promotion man- 
ager, today cited two main roles for 
spot radio: first, to reach audiences 
in markets where network outlets 
carry the Barn Dance and Uncle 
Ezra programs but where the prom- 
inence of a non-network station 
demands extra attention; and sec- 
ond, in markets where network pro- 
grams do not provide satisfactory 
coverage. In the latter connection 
it was pointed out that the broad 
market for Alka-Seltzer makes it 
mandatory to consider localities that 
might not warrant cultivation for 
other products. 

Alka-Seltzer’s spot activities have 
covered a broad range of experi- 
ence, including in their scope va- 
riety and comedy programs, and 
spot periods ranging from 15 to five 
minutes. The latter, a newcomer 
to the company’s repertoire, has 
proved effective when employed 
with great frequency. 

In some instances, for example, 
five-minute programs carried on a 
station six times a week have stim- 
ulated sales noticeably, whereas the 
same five-minute spot used only 
three times a week has not been 
found so effective. It is the com- 
pany’s belief that it is difficult to 
cultivate a regular following for a 
five-minute feature, a habit which 
can be encouraged for a 15-minute 


COLLINS. 
MILLER 8 
HUTCHINGS 


INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


program three times a week. In- 
creased frequency with the five- 
minute shots can, however, put 
across the desired sales message. 


Transcriptions Credited 


Much of the increased attention 
that Miles Laboratories has been 
lavishing on spot radio can be at- 
tributed to the marked improve- 
ment in transcription quality during 
the past few years. Alka-Seltzer 
officials recall the startling contrast 
between a 15-minute transcribed 
show emanating from Hollywood 
which they used about five years 
ago on 30 stations and the product 
they use today on a considerably 
expanded basis. The broadening of 
Alka-Seltzer efforts on individual 
stations has approximately paral- 
leled the development of transcrip- 
tion technique. The last Alka- 
Seltzer schedule reached a new high 
of 88 spot stations. These were, of 
course, in addition to the National 
Barn Dance on the NBC Blue net- 
work and Uncle Ezra’s programs on 
the NBC Red network. 


Alka-Seltzer spot is concentrated 
largely from late fall until early 
spring. The last schedule showed 
an interesting variety of transcribed 
features. The Hoosier Hot Shots 
and the Vass Family were carried 


on 651. stations for five-minute 
periods three times a week. Mis- 
cellaneous programs included a 
four-hour “Midnight Jamboree” 


over WEVD, New York, from mid- 
night to 4 a. m. daily, except Mon- 
day. Japanese announcements in 
Honolulu six times a month; Span- 
ish announcements in Phoenix, 
Ariz., and Stockton, Calif., and 
daily news flashes for 15-minute 
periods over 31 stations, mostly on 
the West Coast. This phase of the 
schedule included a Jewish news 
program in New York, and a Slovak 
news program in Philadelphia. 


Spot Schedules Vary 


Spot schedules vary in time from 
7 a.m. to midnight. In many rural 
areas the noon hour is regarded as 
most desirable for newscasts, inas- 
much as farmers are relaxing from 


their toils and are receptive to 
news highlights. In other areas, 
especially where the network pro- 
grams are also heard, the Alka- 
Seltzer story is broadcast in the 
morning to catch consumers as they 
start for the day’s work. 

Wherever possible tests are con- 
ducted to determine the appeal of 
a new program before it is given 
wide use. One such feature is now 
receiving a tryout in Ft. Wayne. In 
addition to the conventional gaug- 
ing of audience response through 
the mail and by interviews, Alka- 
Seltzer sales curves are watched 
carefully in all broadcast areas. 
With the assistance of the Nielsen 
Index, to which the company sub- 
scribes, all programs are put to the 
acid test. They must move mer- 
chandise before they can be labeled 
as successful. 

In most instances Miles Labora- 
tories believes that six or seven 
weeks must be permitted to pass 
before there can be a real determi- 
nation of whether or not a program 
has taken hold. 


a, 
——————= 


$300,000 Campaign 
for Air Transport 
to Start Oct. 1 


(Continued from Page 1) 


out savings and profits to 
achieved through air travel. 

In addition to the 16 airline 
operating in this country, sponso,. 
ship in this first cooperative cam. 
paign by the air industry will , 
shared by 20 affiliated industrie; 
including gas and oil producers, an; 
aircraft, engine and parts manufap. 
turers. 

Erwin, Wasey & Co. is the agen 
in charge. Rogers M. Combs , 
account executive, and O. B. Wip. 
ters, executive vice-president wit 
headquarters in New York, wij 
write the copy. 


Firearms to Hickerson 


O. F. Mossberg & Sons, Ney 
Haven, firearms, has named J. ¥ 
Hickerson, New York, as agency, 


Wallace Meyer, Vice President of Reincke-Ellis-Younggreen & Finn, Chicago, 
expresses the views of many an advertising agency man in his clear analysis 
of the modern farmer's buying habits. With today’s farm families enjoying 


re 
Lo 


new mental as well as physical freedom, it takes a magazine with 4 _, 
outlook to win them. Read the new Country Home Magazine and see for! 
self why agency men are calling it ‘the hottest buy in the whole far™ 
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Stars Retain 
Personalities on 


Kroger Program 


Cincinnati, July 27.—The idea of 
having a film star retain her own 
name and personality in playing the 
heroine of some rather fantastic ad- 
ventures is credited with at least 
a part of the spot radio success of 
Kroger Grocery & Baking Company, 
which spends about $300,000 a year 
on such promotion. 

The Ralph H. Jones Company 
Kroger agency, conceived this no- 
tion, partaking of the “Alice in 
Wonderland” design, in connection 
with “Linda’s First Love,” trans- 
cribed feature started in February, 
1937. Irene Beasley was introduced 
on the program during the fall, 
appearing on the 15-minute, five-a- 
week feature for several weeks, 
during which she remained herself 
in the face of some rather trying 
situations. Later the idea was 


adapted to other film stars. 

With 4,000 stores blanketing that 
section of the country lying between 
Pittsburgh and Kansas City, and 
Michigan to Georgia, Kroger’s prob- 
lem has been to create brand lead- 
ers which would lend prestige to its 
outlets. Its first daily program fea- 
tured Kroger’s hot dated coffee 
and a second, “Mary Foster, the 
Editor’s Daughter,” runs in behalf 
of Clock bread. These two pro- 
grams have successfully carried out 
the mission assigned them. 


Produced in New York 


Both of the Kroger programs are 
produced in the New York studios 
of World Broadcasting System, 
which ships wide range vertical rec- 
ords to the score of stations used. 

Kroger believes it is the most 
consistent user of spot radio on the 
air. The company has prided itself 
on sticking to its guns, once an ob- 
jective was established, and it pio- 
neered in summer employment of 
radio on the same basis on which 
it is utilized during other seasons. 


Longines Spots 
Help Maintain 
Marketing Position 


Watch Advertisers’ An- 
nouncements Run from 
20 Seconds to Minute 


New York, July 26.—Despite the 
fact that it must compete with so 
powerful a factor in spot radio as 
Bulova Watch Company, Longines- 
Wittnauer Watch Company has 
found an important niche for time 
and chain break announcements in 
its own merchandising setup. One 
of the pioneer users of spot radio, 
Longines permitted its sponsorship 
to lag somewhat during the darker 
years of the depression, but today 


— 


wasie-Dasket said... 


gee Ps 


HEN Wallace Meyer, vice president 
of a prominent Western advertis- 
ing agency, read the June COUNTRY 
HOME advertisement, he circled one 


sentence before dropping it 


Waste-basket. But because that ad held 
dynamite, it bounced right back. Then, 
* its margin, he wrote us a potent 
letter: “You're right when you say that 


into the 


today’s farmer shops and markets in ten ? 


tities instead of one. That’s the strong- 
st reason I know for advertising a 


nd to the farmer. 


“Before the advent of automobiles and 
tood roads, farmers traded regularly in 
~e Same stores. You could almost say 

*y followed the easiest ruts to do their 


shopping. Now they go far afield . . . for 
their buying is influenced not by some 
remote country dealer but by the adver- 
tising in their favorite magazine. 


**To me, that’s just another way of 
saying that modern farmers are the cus- 
tomers of the manufacturers whose prod- 
ucts they know, respect and prefer.’ 


* * 


Just one question might be raised— 
what is their favorite magazine? 


Rural farmers themselves give the an- 


swer ... clear, concise, indisputable... 
it’s simply this: 
SUBSCRIBE TO THE COUNTRY HOME 
THAN TO ANY OTHER MAGAZINE. 


MORE FARMERS 


“Country Home Magazine 


THE MAGAZINE OF FARM MARKET “A” 
THE CROWELL-COLLIER PUBLISHING CO., 250 PARK AVE., NEW YORK 


NATIONAL SPOT TREND—IST QUARTER, 1939 


(Continued from Page 25) 


Standard Oil Co. of Calif........... 
meamaere Cal Co. Of I. discs cc cccace 
Tidewater Asso. Oil Co............ 


RADIOS, PHONOGRAPHS AND MUSICAL 


INSTRUMENTS 


ie ee UR acct ecsevassnees 
ey Le le eee 

SCHOOLS AND CORRESPONDENCE COURSES 
Industrial Training Corp........... 
Refrigeration & Air Conditioning Train. Corp..... 


SHOES & LEATHER GOODS 


BESRVENe GBHOe Corp... ccc ccccecccss 
a ig ias os 660 Ka Gee 
BD IEE. cdicucnsadecciucae 


SOAPS & HOUSEKEEPERS’ SUPPLIES 


i GE ee eer ee 


Colgate-Palmolive-Peet Co. 


STATIONERY & PUBLISHERS 


Crowell Publishing Co............. 


TRAVEL AND HOTELS 


Chicago & Northwestern R. R...... 
RY SE OE. Mi viecweccanwnece 
EE ee ee ee 


WINES, BEERS & LIQUORS 


Duquesne Brewing Co............. 
WOME TTGWINE Coie cc cccccccecs 
fo me ee re 
Griesedieck Bros. Brewing Co....... 
Manhattan Brewing Co............ 
L. N. Renault & Sons, Inc.......... 
Jacob Ruppert Brewing Co......... 


MISCELLANEOUS 


Quaker Oats Co. (Poultry and Live Stock Feed).. 
Ralston Purina Co. (Poultry and Live Stock Feed) 
Ry ae ee 
is es SE Ws we cdddkdensaces 
John Morrell & Co. (Poultry and Live Stock Feed) 
co 8 er rare 
ee eee re ree 


yo, ee ere 
ye 


1939 1938 
jus eeadaatbbu 18,051 14,745 
(eessesensses 203,406 163,295 
sb bbeceteua od 48,319 55,425 
re eerrT ers 73,750 83,484 
WeTTTTCTT TTT 20,637 6,877 
rere TTT ETT 17,081 9,398 

10,507 5,690 
Ces aseedeeues 22,530 (Not Listed) 
eteeeeeetines 15,045 3,432 
Ob eeeseorcces 10,530 130 
Seeenteeveees 21,596 14,500 
ToCveTre ye 26,742 11,379 
idceeeseeanne 11,678 18,672 
peeetsessetes 115,857 94,577 
iebhedseseuwes 14,977 12,695 
sbeweseesoden 11,550 7,300 
TUTTTTTT Tie 13,638 10,554 
TeTTTTITTiT ey 10,329 800 
Setesedeenens 18,000 (Not Listed) 
TTT TTT ey 18,345 (Not Listed) 
eee etnene ods 14,038 11,315 
‘eves ceee ewan 10,609 11,658 
bigedensesees 13,864 (Not Listed) 
We TUTT TIT tT Ty 14,650 (Not Listed) 
eTTTTirTir ty 14,080 (Not Listed) 

12,611 1,890 

28,994 15,715 
peadweeeesees 13,200 (Not Listed) 
scececccccccs 13,760 10,058 

12,150 5,670 
TTTTTTiriy 22,583 16,700 
TrTTTTTrTiTT 17,958 7,720 


it is again using the medium exten- 
sively. 

When Longines reappeared on the 
air in 1936 following reorganization 
of the company, it found itself 
handicapped by the fact that Bulova 
had cornered many choice stations 
and times. One valuable spot was 
available, however—the break im- 
mediately preceding the 11 o’clock 
news broadcast on Station WOR, 
Newark, N. J., a program said to 
have a tremendous listening audi- 
ence. 


Full Story Told 


Here Longines employs a com- 
paratively long announcement, get- 
ting in the background it feels is 
necessary for the sale of an expen- 
sive watch, in the form of its slogan 
“the world’s most honored watch,” 
with copy telling of its official uses 
and the prizes it has won. Longines 
spends over $75,000 for this one 
spot, which is on 365 days a year. 

Although the watch company uses 
spot in this fashion on the Pacific 
Coast and in several other areas, 
local conditions cause it to adopt 
varying techniques. In Midwest- 
ern cities, where it cannot purchase 
station breaks or time signals, it has 
built a 15-minute program. In some 
markets it sponsors organ recitals, 
in others singers or news commen- 
tators. Announcements run from 
20 seconds to a minute, depending 
on regulations of stations used. 

At its peak, Longines’ program 
has used about 100 local stations. 
Normally, its heaviest concentra- 
tion of spot is during the spring and 
‘late fall when gift buying spurs the 
watch market. On special occasions, 
such as the Howard Hughes flight, 
it revives spots which have been 
allowed to lie dormant during the 
summer. 


Seeks Good Company 


Careful check is kept on the pro- 
grams which precede and follow 
Longines announcements. When a 
big name show which has a large 
following switches time or network, 
Longines considers the advisability 
of dropping its old spot and follow- 
ing the favorite. 

The object of the Longines spot 
program is to achieve product 
identification. The total number of 
Longines announcements each year 
runs into the thousands, and while 


it is impossible to check sales re- 
sults from this one source, since the 
advertising program includes many 
other elements, the company con- 
siders the medium productive. Ar- 
thur Rosenberg is the agency. 


Promotion 
Review 


What formerly was the monthly 
mailing of two reprints—one of the 
house advertisement appearing in 
Fortune and the other of the For- 
tune table of contents advertise- 
ments in the business press—have 
been combined into a monthly 
booklet, “Spokes,” which Fortune 
sends to its promotional list. The 
same material and cuts are used 
and the cost of the new pocket-size 
booklet is only slightly more, but 
Fortune believes it has much more 
waste basket resistance. Included 
in each issue is a coupon of some 
sort, offering a promotional study, 
a guest card for the lounge, or some 
similar item, designed primarily to 
provide an estimate of reader in- 
terest in “Spokes.” 

* * « 


A personalized Latz mailing card 
recently sent out on behalf of the 
Wondersign has a new Jefferson 
nickel pasted on it. It says: “If 
everyone who passes the Wonder- 
sign in one year has one of these it 
will total $16,900,000!” 


Patents Issued 


to Sawdon Company 

Sawdon Company, New York, has 
been issued patents giving it the 
exclusive right to make, use and 
market Bind-in-Velopes in the 
United States. The company also 
holds patents in Canada and Britain. 

The special envelope is used 
largely by publishers for Christmas, 
renewal and new subscription pro- 
motions. 


Kellogg Names 
W. H. Vanderploeg 


W. H. Vanderploeg, an executive 
representative on the board of Kel- 
logg Company, Battle Creek, Mich., 
since April, has been elected execu- 
tive vice-president 
manager. 


TORONTO 
MONTREAL 
WINNIPEG 


4 J. J. GIBBONS LIMITED 


GIBBONS KNOWS CANADA 


* ADVERTISING AGENTS 


a 


and general . 


oe ee 


Bg % - oy Sie oe oa - < . Si a Mg = 4 4 oe * .* a . : > : . re 5 . So : ~ cs is atlas 
/ ‘ me af Pe ae 
A i ta 
. v ae 
ee 4 
27 ae 
———————— << es . ee 
| a Fie eae 
| 
idly 
; nf ee "he = 
Pisa a F a 
a ui : aes ; bie 
ie ai : A Pest; 
a ag Poy. 
| i) ST ee 
| caer ae 
. - 
ae 
ca - 
PO ier cay 
| | oem e. 
“a c. 
| ‘ae 
—t~C~SY ; ; | : : | | 
; 
ee = 
ee 
, . Pe 
—OeeEeaeaEaEa>=>=—{—~—E—EESSESSESE=E=E=S=————eeeeellll—E=——E—eeeE=>=>S=E=E=—=—E—E———EEEEeEIlCEIEIEIileEeE=]]=>>>EeEeeo—oooEE————S=S=SSSS=—_—_— 
TT EEE 
ee ae - . 
Sal sat 
en oie 
xouns9 7 5 a Oi 
puis ita 
* ‘ . 1 g aa ~ i = on 
euncKe v ert 1s nica9? SSS__—__GVGe—_—“—“"8—@@«<“—waass<$<S~—S——————— ae _ 
Ki Ag? si © | ; 
et a - e 
” —. 
* act aoe 
4 ea a 
4a C sie . . 
a Poe ‘ | ~ a Ps 
huisct® | , 
A - wy of ee ° vt em: 
ro o FORT gett ater ' A ne 
gee? cof ane Ay gf _ 
Pere ret eer 
y oa feces Sy tae 
en pe 4 
7 wet ees xen? or 
i. 3 oe Or eg? See vo 7 RR RR I 
; t , ser pase ys * ~ ee 
. ea orks ae ve 
* pints % ‘s ¢ , ey oy y j 
; : .° on, one oo 
»* oo ot gorse” oe sole 
7 * “ oe» een 
tC re easenee aoe to 0° For omer ‘ Ni 
, se to seen oo 
“ woe WR 8 O88 ao wile uate OF 
' - aonte® aise nay 2000? ognicos see nor 
wr we ere = ene yes" ae ist . 
Tog Cee aE cot ~~ j 
ee" 5 ° 
on ® oud yes" aay ‘ a 
eouskty i) eo AY. . 
“ones Bom? L, ; | 
& ¥ eos? 
m wit ~ 98) ) / - wee) i. 
4 \oo™ . | s. => s , 
} a oe 
‘ ae : Boa 
wt 
tned lial 
q ret & _ 7 
4 el - s 
i sii . . , 
aed . = 
ar * ore 
a ee ee ef * 
. ee 
| os 
oe ; 2 
- tus 
— ae 
ee a. : 
5 __ ___ _________ ? ‘ = a 
a ae 
REGINA ce . 2 
CALGARY 1 ee 
a a : oar EOMOMTOM foe ge, 
ee Tig is 
en 5 Te 
. ; so y 
eo t 
Bi. Ph a 


28 


ADVERTISING AGE 


July 31, 1939 


Colgate’s Sixth 
Radio Program to 
Push Shave Creams 


New York, July 27.—Colgate- 
Palmolive-Peet Company is ex- 
panding its already extensive 
broadcasting activities by adding 
another program to the five it now 
sponsors. “Strange As It Seems,” a 
radio adaptation of the syndicated 
newspaper feature, will go on the 
air from 8:30 to 9 p. m., on Thurs- 
day, Aug. 17, for Palmolive shave 
cream and brushless shave cream 
over 54 stations of the Columbia 
Broadcasting System. Effective the 
same date, “‘Ask It Basket,” for Col- 
gate dental cream, has been re- 
newed and shifted to 8 to 8:30 p. m. 
on 62 stations so that Colgate now 
has a solid hour of entertainment 
on CBS on Thursday nights. The 
company also has three daytime 
serials and another evening program 
on CBS. Benton & Bowles is the 
agency. 


O’Keefe for Lifebuoy 


Lever Brothers Company has 
signed Walter O’Keefe, comedian, 
to head a new series on CBS, be- 
ginning Sept. 19. Lifebuoy soap 
will be featured on Tuesday, from 
8:30 to 9 p. m., over 59 CBS stations 
and 26 of the Canadian Broadcast- 
ing Corporation. At the conclusion 
of its summer hiatus on the same 
date, “Big Town,” for Rinso, will 
return to occupy the half hour pre- 
ceding the new program. Ruthrauff 
& Ryan is in charge. 


Mennen on West Coast 


Beginning Oct. 16, Mennen Com- 
pany and Bathasweet Corporation 
will share a daily news series on the 
CBS Pacific network arranged 
through H. M. Kiesewetter Adver- 
tising Agency. Bob Garrett will 
broadcast five days a week from 
7:30 to 7:45 a. m., on Monday, 
Wednesday and Friday for Mennen, 
and on Tuesday and Thursday for 
Bathasweet. 


Paramount Glorifies Burns 


Paramount Pictures, Inc., will 
broadcast the world premiere of 
“Our Leading Citizen,” starring Bob 
Burns, on 43 CBS stations on Aug. 
7. Originating in Van Buren, Ark., 
the star’s home town, the program 
will be heard from 10 to 10:30 p. m. 
Buchanan & Co. is the agency. 


Signs Col. Stoopnagle 


The Mennen Company will pre- 
sent Col. Lemuel Q. Stoopnagle in 
“Quixie Doodle Contest,” a new 
audience participation program, on 
Friday, Oct. 20, over eight stations 
of the Mutual Broadcasting Sys- 
tem. H. M. Kiesewetter arranged 
the new series which will be aired 
from 8 to 8:30 p. m. 


Morrell Features Dog Chats 


John Morrell & Co. has arranged 
to sponsor “Bob Becker’s Chats 


| 


About Dogs,’ for Red Heart dog 
food over 31 stations of the Red net- 
work of the National Broadcasting 
Company. Beginning Oct. 1, the 
new program will be broadcast on 
Sunday from 3:45 to 4 p. m. Henri, 
Hurst & McDonald is the agency. 


Kraft Music Hall Renewed 


Effective July 27, Kraft-Phenix 
Cheese Corporation has renewed its 
“Kraft Music Hall,” presented over 
71 NBC Red stations on Thursday 
from 10 to 11 p. m. J. Walter 
Thompson Company is the agency. 
“Jack Berch and His Boys” has 
been renewed by Manhattan Soap 
Company, effective July 31. The 
program is heard over nine stations 
of the Blue network of NBC on 
Monday, Wednesday and Friday 
from 10:30 to 10:45 a.m. Franklin 
Bruck Advertising Corporation is in 
charge. 


Two Programs to Continue 


Standard Brands and Welch 
Grape Juice Company have also re- 
newed their programs on the NBC 
Blue network. The former’s “Get- 
ting the Most Out of Life” is aired 
over 27 stations on five days weekly 
from 11:45 a. m. to 12 noon and 
Irene Rich broadcasts for the latter 
on Sunday from 9:45 to 10 p. m. 
over 50 stations. J. Walter Thomp- 
son Company and H. W. Kastor & 
Sons are the respective agencies. 


Lefton New Agency 
for Tourist Copy 


of Pennsylvania 


Pittsburgh, July 27.—The Penn- 
sylvania Department of Commerce 
has adopted the policy of shuffling 
agencies for its tourist advertising 
frequently, it was reported on good 
authority this week. The story is 
given color by the announcement of 
Richard P. Brown, secretary of 
commerce, that the first phase of 
the fall campaign will be handled 
by the Al Paul Lefton Company, of 
Philadelphia. The 1937 and 1938 
campaigns were the exclusive hand- 
iwork of Walker & Downing, Pitts- 
burgh. 

The tourist and recreational cam- 
paign for fall will involve the ex- 
penditure of about $50,000, Secre- 
tary Brown said. Several agencies 
of Philadelphia and _ Pittsburgh 
allege that they have been promised 
the opportunity to place a part of 
this business. 

The Department 


the state legislature, replacing the 
state publicity association. This 
shift gave agencies an opportunity 
to renew their solicitations, with the 
result indicated. 


Two Name Ayer 


N. W. Ayer & Son, Philadelphia, 
has been appointed advertising 
counsel for Ferguson-Sherman Mfg. 
Corporation, Dearborn, Mich., dis- 
tributor of the new Ford tractor 
with the Ferguson system of hy- 
draulically-controlled unit imple- 


ments, and Imperial Rayon Corpo- | 
|ration of Gloucester, N. J. 


of Commerce | Lynn, ‘ 
was created by the last session of | Manchester, N. H. ..... 


| 
| 
| 
} 


ot 


Index of Retail Activity in 79 Important 
Markets 


Based on total retail advertising volume in all newspapers in each city. 
(Copyright, 1939, by Advertising Publications, Inc.) 


0 RETAIL ACTIVITY 
inMAJOR MARKETS 
+15 compared with last year 
Week-by-week 
+10 yf Total —~ 
i 4 year to date -_— 
—— 
YEAR 
-10 
7 4 2 2 4 Wt 8 2 tt 8 6% 2 2 +6 8 
=— ——- ~~ _ v ~~ 
JAN. JULY AUG. SEPT. OCT. 
% Gain % Gain 
29-Week 29-Week 29-Week or Loss or Loss 
Period Period Pericd 1939 1939 Week Week % Gain 
Ended Ended Ended over over Ended Ended or 
City July 24, 1937 July 23,1938 July 22, 1939 1937 1938 July 23,1938 July 22,1939 Loss 
SM OE abn 006 0eeaes 9,694,686 6,867,632 5,479,431 —43.5 —20.2 188,017 154,917 —17.6 
A, Se 5,556,014 4,826,883 4,664,312 —16.1 —3.4 118,707 108,917 —8.3 
ee 3,932,284 2,836,461 3,192,966 —18.8 +12.6 77,644 86,121 + 0.8 
Sn, Us. 546k sks aes 8,690,990 8,111,922 9,247,756 +6.3 +14.0 203,602 268,828 + 32.0 
Baltimore, Md. ........ 12,885,245 12,009,110 12,061,091 —6.4 +0.4 295,563 309,913 + 4,5 
Birmingham, Ala 7,047,586 6,851,012 7,091,112 + 0.6 + 3.5 180,922 215,740 +19.2 
es BO beeteccae 11,087,258 10,080,296 10,345,424 —6.7 + 2.6 196,761 236,787 + 20.3 
Bridgeport, Conn. ..... 5,629,828 4,958,268 5,365,338 —4.7 +8.2 156,044 181,356 +162 
ES 10,276,770 8,936,144 8,779,092 —14.6 —1.8 187,152 227,640 + 21.6 
oS ee Sere 2,241,018 2,053,495 2,249,261 +0.4 + 9.5 55,614 61,188 +10. 
Cedar Rapids, la. ..... 2,913,820 2,592,562 2,687,144 —7.8 + 3.6 64,890 79,576 +225 
Charleston, W. Va. 6,402,116 6,124,278 5,708,129 —10.8 —6.8 179,963 171,738 —4.6 
Chattanooga, Tenn. 3,578,309 3,353,334 4,142,841 +15.8 +- 23.5 82,764 108,528 +31.1 
oo ee 18,636,315 17,602,543 16,492,749 —11.5 —6.3 410,511 420,548 4+-2.4 
& *. i: ere 9,845,949 8,465,714 8,672,204 —11.9 +2.4 201,996 202,925 +0 
Leen: Es b000eeese 11,936,017 9,784,778 9,826,174 —17.7 +0.4 247,899 272,874 +10.1 
ee 7,958,044 6,875,124 7,368,548 —7.4 +7.2 200,898 223,342 +11.2 
Ph BU sevnveacue 11,868,993 11,597,341 11,613,234 —2.2 +0.1 331,564 387,670 +16.9 
RP VOMDOTE, TO. oc ccccce 5,744,382 5,273,938 5,109,878 —11.1 —3.1 145,236 141,456 —2.6 
Ses GN eccaevacesse 8,758,844 7,086,764 7,644,800 —12.7 —7.9 165,732 209,454 +264 
Denver, Colo. ......... 5,649,470 5,068,673 5,017,523 —11.2 —1.0 159,930 140,812 —113 
Des Moines, Ia. ....... 3,647,222 3,567,219 3,701,964 +1.5 +3.8 86,661 98,529 +13.7 
Detroit, Mich. ........ 12,597,773 9,696,493 10,945,273 —13.1 +12.9 237,511 278,282 +17.2 
ae PU SOE ceeseeess 5,822,626 5,640,207 5,813,088 —0.2 +3.1 156,408 171,612 +49,7 
Tee 5,114,340 4,939,070 5,260,038 +2.8 +6.5 132,986 154,280 +16. 
Fall River, Mass. ..... 1,994,737 1,776,782 1,860,316 —6.7 +4.7 56,993 49,683 —12.5 
i ot eckent ee 5,094,488 3,817,506 4,533,374 —11.0 +18.8 109,284 117,180 + 7.2 
Fort Wayne, Ind. ..... 6,649,776 5,854,625 5,822,764 —12.4 —0.6 137,109 176,568 + 28.8 
A eee 4,224,880 3,167,898 3,231,224 —23.5 +2.0 103,053 111,069 + 7.8 
Grand Rapids, Mich. 5,999,192 4,760,570 4,814,902 —19.8 +1.1 119,854 130,592 +89 
GPeenVvease, B GC. cecces 3,753,788 3,466,404 3,603,849 —4.0 +3.9 106,149 113,939 +7 
PUOMBCOR, TOR, acccscces 9,056,720 9,122,718 9,305,762 2.7 +2.0 302,176 282,856 —é6.4 
Indianapolis, Ind. ..... 10,410,902 8,700,980 9,055,380 —13.0 +4.1 249,508 259,882 + 4.2 
Jacksonville, Fla, ..... 5,024,306 4,744,764 4,987,528 —0.7 +5.1 139,342 159,586 + 14.5 
eeracy City, NM. dg. 4. 1,386,393 1,177,073 1,224,001 —11.7 +3.9 26,987 26,308 — 2.5 
Kansas City, Kans. 1,491,518 1,552,103 1,419,432 —1.8 = 8 55,615 42,763 = —23.1 
Knoxville, Tenn. ...... 5,630,758 5,555,744 5,877,534 +4.4 +5.8 152,390 165,858 +88 
Little Rock, Ark. ..... 5,306,294 5,016,908 5,042,394 —4.9 +0.5 152,852 149,436 —2.2 
Los Angeles, Cal. ..... 14,255,929 12,758,214 13,870,148 —2.7 +8.7 386,869 430,102 +112 
Louisville, Ky. ........ 8,945,133 7,852,900 7,953,887 —11.1 +1.3 205,576 222,753 +84 
MASS. ...-e+eee0- 5,651,044 4,435,662 4,700,292 —16.8 +5.9 119,700 126,952 +6.) 
2,035,454 2,038,220 2,112,966 +3.8 +3.7 64,580 62,866 —2.3 
Memphis, Tenn. ....... 6,681,530 6,172,936 6,527,276 —2.3 +5.7 185,010 181,846 1.7 
ttMilwaukee, Wis. 9,751,295 8,194,746 7,845,566 —19.6 —4.3 218,970 213,630 —2.4 
Minneapolis, Minn. 8,251,696 7,375,304 7,519,629 —8.9 +1.9 157,117 167,026 +6.3 
Moline-Rock Island ... 5,013,908 4,740,820 4,617,190 —7.9 —2.6 125,258 122,528 —2 
New Bedford, Mass. ... 1,913,114 1,742,902 1,723,302 —9.9 —1.1 46,802 51,198 +94 
New Haven, Conn. 5,322,778 5,026,798 5,108,880 —4.0 +1.6 143,122 155,666 +88 
New Orleans, La. ..... 11,223,533 10,186,300 10,677,068 —4.9 + 4.8 267,658 358,626 + 33.9 
New York, N. Y. ...... 36,936,184 32,389,849 32,378,309 —12.3 cece 740,688 767,940 +37 
Brooklyn, N. Y. ......-- 3,835,710 2,812,575 2,236,244 —1.7 = —20.5 66,998 56,051 —16. 
PUOCUEEE Wie. 66.0046 600% 5,331,298 5,166,756 5,300,498 —0.6 + 2.6 159,054 173,026 + 8.8 
OCORMOE, CBRL. ccsesccss 4,315,130 4,019,593 4,338,728 +0.5 +7.9 125,647 131,136 +44 
**#Oklahoma City, Okla. 6,680,284 6,717,247 5,114,466 —23.4 —23.9 264,696 126,140 —52.4 
>. ee See 6,545,931 5,581,275 5,975,989 —8.7 +7.1 127,089 165,186 + 29.8 
Philadelphia, Pa. ..... 16,970,744 14,416,937 15,106,684 —11.0 + 4.8 363,691 374,870 +3.1 
Phoenix, Ariz. ........ 4,061,862 4,299,804 4,077,388 +0.4 —5.2 132,608 126,070 —4 
Pittsburgh, Pa. ....... 14,295,022 11,295,592 11,213,267 —216 —0.7 275,646 348,096  +26.! 
Portiand, Ore. ........ 6,935,282 6,396,564 6,967,501 + 0.5 +8.9 183,358 217,224 + 18.5 
i ae ee es 6,041,356 5,261,035 56,524,233 —8.6 +5.0 137,452 158,424 +15 
Richmond, Va. ........ 7,316,092 6,679,988 7,126,284 —2.6 +6.7 185,500 207,886 12.1 
Rochester, N. Y. ...... 10,199,124 7,847,458 8,390,310 —17.7 +6.9 156,389 219,839 +40 
Sacramento, Cal. ...... 4,826,759 4,340,151 4,617,452 —4.3 + 6.4 138,264 138,376 +( 
San Antonio, Tex. 3,700,731 3,421,677 3,917,206 +-5.8 +14.5 102,407 100,292 _— 
BAR TOGO, COAL. sccccee 8,015,526 6,866,798 7,078,043 —11.7 + 3.1 218,970 269,738 + 23.. 
Seattle, Wash. ........ 5,714,316 5,089,025 6,158,236 +78 +210 177,296 192,682 +8. 
**South Bend, Ind. 5,307,034 3,894,092 2,981,979 —43.8 —23.4 95,445 70,919 —25 
§§Spokane, Wash. .... 4,331,950 4,000,766 3,674,258 —15.2 —8,2 116,662 103,642 —Ill 
HC. BUM, BIO. cccccese 10,881,840 9,866,905 9,952,300 —8.6 +0.9 275,740 296,470 - 7. 
‘tSt. Paul, Minn. ... 6,742,455 6,377,289 5,777,802 —14.3 —9.4 115,878 139,894 +3¥.! 
*Syracuse, N. Y. ...... 6,660,348 Bese ee> = ——s a nsvecen vy coon 142,338 = .seeee . 
Tacoma, Wash. ....... 3,650,610 3,267,656 478,370 —4.7 +6.4 88,984 136,066 +5 
.  — , See 3,545,532 3,353,560 3,675,910 + 3.7 + 9.6 90,706 123,214 — 35. 
Toronto, Ont., Can 11,292,082 9,736,720 9,165,838 —18.8 —5.9 226,652 235,257 +3: 
rk Me Me peseebaeens 2,404,318 2,287,936 2,395,530 —0.4 +4.7 52,290 64,708 += 
| Falem, ORIG. .ccc ccc ccs 5,447,492 5,000,342 4,977,700 =O —0.5 145,625 152,404 + 
Washington, D. C. . 21,004,442 18,727,261 18,643,878 —11.2 —0.5 507,458 554,630 r? 
|** Worcester, Mass. §,859,184 6,318,132 5,855,717 14.¢ —7.5 157,073 170,310 +s 
Youngstown, O. ...... 5,106,801 4,140,355 4,170,881 —18.3 +0 97,850 162,134 re 
ct: wo? td simian -: a fx civid ili PE sera ms: pacer 
TROGRE 2606000806060 600000, 000,100 514,011,476 »22,185,035 —10.1 +1.6 13,623,068 14,774,570 Be 
*Syracuse Journal discontinued July 23. All Syracuse figures deducted from totals. 
fAkron Times-Press discontinued Aug. 28, 1938 
**News-Times discontinued Dec. 28, 1938 
ttMilwaukee News discontinued Jan. 14, 1939. 
‘tOklahoma News discontinued Feb. 24, 1939. 
"TWorcester Post discontinued Oct. 1, 1938. 
§§Spokane Press discontinued March 18, 1939 
777#St. Paul Daily News discontinued April 30, 1938. 
{Chicago Herald & Examiner reduced to tabloid size Sept. 1, 1938 
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Spends 5°/, for Promotion Continues Paper Research 
A fund of $51,000 has been sub- 
| Company has released a breakdown |scribed by individuals and corpora- 
of its $160,000,000 gross income for|tions to continue experimentation 
showing that 
each dollar went for “advertising,|from Southern woods, according to 
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July 31, 1939 


ADVERTISING AGE 


e_ 


The rates for this department are as follows: 
“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 


“Representatives Available,” 30 cents a line, minimum charge $1. Terms 


cash with order. 


All other classifications (single insertion rates): % in., $2.75; 1 to 8 In., 
$4.75 per inch. Write for folder describing discounts for term insertions. 


———————————— 


=—— 


POSITIONS WANTED 


POSITIONS WANTED 
Young Advertising Man, 27, has ob-| COPYWRITER on vacation! We'll 
tained variety of manufacturer-con-| sub for 10c per typed line in advance. 


sumer experience to prove ability and 
versatility. Copy, layout, production 
done for newspaper, magazine, direct 
mail and radio media. Also_ trade 
paper editing and publicity. Knows 
agency routine. College - trained. 
Single. Employed but now want big 
job with future. Moderate salary. 

Box 1835, ADVERTISING AGE, N. Y. 


Advertising Manager Available for 
medium-size department, men’s cloth- 
ing, furniture or specialty store. 
Wealth of solid experience: News- 
paper, Direct Mail, Radio Advertising. 
Accounting, Credit, Sales background. 
“Find” for someone. Any location. 
rvestigate. 

es 1836, ADVERTISING AGE, Chgo. 


—_—- 
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HELP WANTED 


y rienced young woman secretary 
eer assistant to editor of business 
publication; market research and ad- 
vertising experience desirable; give 
full details, references, salary first 
letter; confidential; our staff knows 
of this. Address 

Box 1837, ADVERTISING AGE, Chgo. 


Copy mailed same day. Copy Build- 
ers, Box 915, Buffalo, N. Y. 


PHOTO AD-CARDS 

BEAT THE SUMMER SLUMP 
Go after business the modern way by 
using our PHOTO AD-CARDS. Eco- 
nomical and very profitable to use. 
Samples and prices on request. 
GRAPHIC ARTS PHOTO SERVICE, 
HAMILTON, OHIO. 


SPECIAL SERVICES 


ANALYSIS OF NATIONAL SPOT EXPENDITURES FOR 1938 

1938 

1938 Estimated Percentage Net- 

Spot 1938 Spot of 1938 Network work 

Rank CLASSIFICATION Expenditure Total Expenditure Rank 
| Foods and Food Beverages... ...$ 7,878,790 25.59 $21,774,705 | 
BN Be PE iv anne ssdcvccn secs ccneess ...« 6,104,690 19.83 19,443,574 2 
3 Lubricants and Petroleum Products...............-....000005 2,647,560 8.60 3,187,964 6 
4 Jewelry and Silverware.............-...0005. fesbesnaeeiviccecia:. 2 6.74 85,095 18 
S Gieors, Cigarettes and Temecce........scedsscccccccccssscccesees SAB NTO 6.65 8,780,469 3 
6 L&undry Soaps and Housekeepers’ Supplies........... wikawsuee | 626,280 5.28 7,618,951 4 
[i Si eeu elu a lag Wbe st ee dels oe aidan naeewes 1,126,950 3.66 4,154,923 5 
ee ee ees er ree 1,102,650 3.58 323,327 13 
Oe ee ee i i ais od aha ek SaRceeead vd ee 1,061,100 3.45 735,845 aq 
10 Confectionery and Soft Drinks.............. 1,008,920 3.28 2,016,181 7 
11 Radios, Phonographs, Musical Instruments... . 695,910 2.26 1,065,515 8 
12 House Furniture and Furnishings............ 428,800 1.39 615,342 10 
Se EE OG Ci neskwansw so ed eie0d cue ass 404,340 1.31 58,630 20 
14 Financial and Insurance............... 349,440 1.14 385,770 12 
15 Machinery and Farm Equipment................ 314,400 1.02 266,987 15 
16 Building Materials and Equipment..... 310,860 1.01 130,204 17 
17 Shoes and Leather Goods........... 298,560 97 243,884 16 
18 Garden and Field..............0000. bowie 298,320 97 2,236 22 
PP Se Oe CN OD, Cc iiccisccksceveasdhasssawen 294,910 46 82,616 19 
20 Stationery end Publiohers. ......cccccccccsccceas 272,150 88 470,671 it 
21 Schools and Correspondence Courses................-. 260,260 86 7,272 21 
Oe RUE . DOMIIUD s ovndis ad Sea0des ace ade 87,210 .28 274,333 4 
23 Office Equipment ............ccc0e: ; eT ee rr re 51,570 17 None 24 
ee err rrr rr Wee renner re bacvateh 39,840 13 None 24 

Total ... $30,786,400 100%, $71,728,404 


EXTREMELY LOW CosT 
process reproduces “direct from your 
copy” without necessity of costly 
typesetting and cuts. 

Perfect for all sorts of illustrated ad- 


vertising material, bulletins, broad- 
sides, testimonials, charts, diagrams, 
ete., ete. 


Short runs no penalty. 
Any size can be furnished. 

500 COPIES (8%"”x11") $2.63 
Additional hundred copies only 22c 
Quantity buyers allowed discount. 
Send for free informative book. 
Laurel Process, 480 Canal St., N. Y¥. C. 
A trained salesman will call in New 
York City and Metropolitan Area. Just 


phone WAlker 5-0526. No obligation. 


National Spot Radio 


Continues Trend 


to New Heights 


(Continued from Page 1) 


year at a minimum of 20 per cent 
and in many instances as high as 
40 and 50 per cent for certain sta- 
tions. Realization of these esti- 
mates would, of course, raise the 
proportion of station income de- 
rived from national spot to a figure 
even more imposing than in 1938. 


Expenditures an Estimate 


Any attempt to report actual ex- 
penditures in national spot must of 
necessity be labeled an estimate 
based on a comparatively meagre 


' amount of actual fact as compared 


' with dollar and cents information 


available in connection with other 
media. At the present time there 
is no single source for this infor- 
mation. Publishers’ Information 
Bureau gathers rstional spot ex- 
penditure data quarterly, based on 
reports furnished by a group of 
individual stations which, however, 
vary in size from month to month 
and year to year, thus making com- 
parisons an extremely difficult task. 
Last year, for example, PIB reports 
covered 167 stations, while at the 
Seginning of 1939 reports came in 
from only 135. stations. 

The calibre of the PIB stations, 
‘owever, lends emphasis to the 
tend in national spot. In some in- 
‘lances it has been possible to 


Sciolly, commercially, politically, is 
Me Bellevue. Here vital things hap- 
Pen, outstanding events ore held— 
ond important people stay. Reason- 
able rates. 


Be sure to include Historic 
Philadelphia in Your Itinerary 


Air-Conditioned Restaurants 


“BELLEVUE™ 
STRATFORD 


IN PHILADELPHIA 
“laude H. Bennett, General Manager 


secure figures directly from addi- 
tional stations. And finally, there 
are the records of the Federal Com- 
munications Commission which 
show sources of revenue of all 
commercial stations. Thus, the in- 
formation presented in this issue 
by ADVERTISING AGE represents cal- 
culations based on these three fac- 
tual sources. 

Analysis of data gathered through 
these sources and projections based 
on the total volume of business 
handled last year by all stations 
plus checks by well informed radio 
sources, place the total volume of 
national spot last year at $30,786,- 
400. Foods and beverages headed 
the classification breakdown with 
an expenditure of $7,878,790, or 
25.59 per cent of the total. The 
classification also ranked first last 
year in network broadcasting. 


Drugs Are Second 


In second place came drugs and 
toilet goods with $6,104,690 worth 
of national spot time, or 19.83 per 
cent of the total. Here, again, the 
network position was duplicated. 
Lubricants and petroleum products, 
sixth in the 1938 network ranking, 
jumped to third place in the na- 
tional spot standing, with an ex- 
penditure of $2,647,560. 

The most surprising showing in 
national spot was recorded by the 
jewelry and silverware classifica- 
tion which took fourth place last 
year, compared with a ranking of 
18 in network expenditures. This 
was accounted for by the substan- 
tial investments of Bulova Watch 
Company and other watch adver- 
tisers in time signal and chain 
break announcements. 


Detailed Breakdown Given 


A detailed breakdown of national 
spot expenditures for 1938 by 24 
major classifications and compari- 
sons with network expenditures is 
presented separately in this issue. 

Four national advertisers occu- 
pied the top bracket of “over 
$1,000,000” in spot expenditures for 
1938. They were Bulova Watch 
| Company, Procter & Gamble, Gen- 
| eral Mills and Standard Oil Com- 
|pany of New Jersey. A list of the 
|59 national advertisers who spent 
|}over $100,000 in this medium last 
|year is also shown separately in 
this issue. 
| Other statistical data compiled by 
| ADVERTISING AGE includes a classi- 
fication listing of national spot ex- 
|penditures for the first quarter of 
1939, and a list of national adver- 
| tisers who spent over $10,000 during 
| the first quarter of this year on the 
| 135 stations reporting to Publishers’ 


Information Bureau. 
| 


NATIONAL ADVERTISERS 
MORE THAN $100,000 


Over $1,000,000 


Bulova Watch Co. 
Procter & Gamble. 
General Mills, Inc. 
Standard Oil of N. J. 
$500,000-$999,99% 


5. General Motors Corp. 
6. R. C. A. Mfg. Co. 
7. Carter Medicine Co. 
$250,000 to $499,999 
8. Kroger Grocery & Baking Co. 
9. American Tobacco Co. 
10. Tidewater Assoc. Oil Co. 
11. Lever Bros. 
12. Lewis-Howe Co. 
13. B. C. Remedy Co. 
14. Brown & Williamson Tobacco 


errr 


15. Consolidated Drug Trade 

16. Coca-Cola Co. 

17. Colgate-Palmolive-Peet Co. 

18. Axton-Fisher Co., Inc. 
$100,000 to $249,999 

19. Kellogg Co. 

20. Reid, Murdoch & Co. 

21. Miles Laboratories. 

22. J. A. Tolger Co. 

23. Quaker Oats Co. 

24. National Biscuit Co. 

25. Bayuk Cigars. 


WITH EXPENDITURES OF 
IN SPOT DURING 1938 


26. Gordon Baking Co. 

27. Penn Tobacco Co. 

28. Rumford Chemical Works. 

29. Armstrong Cork Prod. Co. 

30. Sterling Products. 

31. Benrus Watch Co. 

32. California Fruit Growers Ex- 
change. 

33. Dr. W. B. Caldwell. 

34. Cranberry Canners. 

35. Socony-Vacuum Oil Co. 

36. Manhattan Soap Co. 

37. Gardner Nursery Co. 

38. Ironized Yeast Co. 

39. A. W. McCann Labs. Inc. 

40. Wander Co. 

41. Atlantic Refining Co. 

42. Campbell Cereal Co. 

43. Hoffman Beverage Co. 

44. Journal of Living Pub. Corp. 

45. Ex-Lax, Inc. 

46. Firestone Tire & Rubber Co. 

47. Rival Packing Co. 

48. First National Stores. 

49. Johns-Manville Corp. 

50. Williamson Candy Co. 

51. B. T. Babbitt Co. 

52. Crowell Publishing Co. 

53. Krueger Brewing Co. 

54. Fitzpatrick Bros. 

55. Borden Farm Prod. Co. 

56. Industrial Training Corp. 


Adam Hat Advertising 
Handled by Glicksman 


Agency for fight broadcasts to be 
aired this fall and winter from 
Madison Square Garden, under the 
sponsorship of Adam Hat Stores, 
Inc., New York, is Glicksman Ad- 
vertising Company, New York. It 
was erroneously reported in ADVER- 
TISING AGE last week that Advertis- 
ing Trade Service, New York, would 
be in charge of the boxing broad- 
casts. 

Advertising Trade Service is in 
charge of outdoor poster and 
painted bulletin advertising by 
Adam, but the remainder of the 
account is served by the Glicksman 
agency. 


Edward L. Bernays 


Turns Lecturer 


Edward L. Bernays, New York 
counselor on public relations, has 
accepted an invitation to become a 
member of the faculty of three uni- 
versity short courses on public rela- 
tions to be given at Leland Stanford 
University at Palo Alto, Cal., Uni- 
versity of Washington at Seattle, 
and Reed College, Portland, Ore. 

Business executives, labor leaders 
and other prominent coast execu- 
tives are expected to attend the lec- 
tures, all of which will be given in 
August. 


Harris Manual 
Covers New Laws 


Ralph Harris, director of mer- 
chandising, Mears Advertising, Inc., 
New York, has written for the Na- 
tional Retail Dry Goods Association 
a new manual of sales pointers on 
cosmetics, toiletries and drugs, de- 
signed to help members comply 
with new federal legislation. The 
manual, just published, informs 
merchants of their legal rights and 
responsibilities in making sales and 
in advertising claims under the 
Wheeler-Lea amendment to the 
Federal Trade Commission Act. 

The manual also covers vendor 
relations, suggested and objection- 
able claims, and makes a practical 
interpretation of problems likely to 
be faced frequently under the new 
laws. 


Governor Vetoes 


Double Feature Ban 


Governor Horner has vetoed the 
bill passed by the Illinois legisla- 
ture limiting the length of motion 


| picture performances to 2 hours, 15 


minutes. The measure was designed 
to eliminate double features. 

In his veto message the governor 
said that the legislature has no 
power to regulate an occupation 
unless the public welfare is in- 
volved, and that the movie bill 
made no such pretense. 


Regulations for Rapp 
Act Being Drafted 


Regulations for enforcement of 
the Rapp Act whicls on Sept. 1 will 
give the New York State Pharmacy 
Board power to inspect wholesalers 
of pharmaceutical products and to 
fix minimum standards, and which 
on Jan. 1 will add stringent labeling 
regulations, are being drafted by 
| the state education department in 
; Albany. 


Wright Leaves APA 


Fred Wright Company has re- 
signed as St. Louis representative of 
American Press Association. Mr. 
Wright will continue to represent 
other newspaper groups and publi- 
cations. 


An Asset to the G Arts 
Professions—Na Used 

3 Grades - Light-Medium and 

Heavy-$2” Per Gal. Post Paid 

S.S. RUBBER CEMENT € 

3438 NO. HALSTED ST 
CHICAGO, ILL. .” 


FAITHORN CORPORATION 


Ad-Setters - Engravers - Printers 


504 Sherman St.,Chicago * Phone WAB 


DAY AND NIGHT SERVICE 


7820 
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Time Buyers Vie 
for Luscious Spots 
Between Big Shows 


Seek to Bask in Popular- 
ity of Outstanding Net- 
work Features 


New York, July 26.—Although 
admitting that spot radio advertis- 
ers who utilize station break an- 
nouncements in order to take ad- 
vantage of the audience attracted 
by the preceding and following 
shows are “parasites,” a group of 
leading agency time buyers inter- 
viewed here this week nevertheless 
insisted that this “preferred posi- 
tion” is the best bargain to be found 
in the spot radio field. 

The time buyers revealed that 
they are often compelled by one 
client to try and prevent another 
advertiser from taking advantage of 
his audience by using a chain break, 
while other clients are urging the 
same buyers in the same agencies 
to find advantageous times for sta- 
tion break announcements. 


The networks, National Broad- 
casting Company and Columbia 
Broadcasting System, have both 
placed restrictions against chain 
break announcements over the sta- 
tions which they own or operate. 
NBC permits only time signal an- 
nouncements, while CBS limits this 
type of promotion to time signals, 
weather and temperature reports 
and news flashes. 


Before or After? 


While all of the agency time buy- 
ers agreed that it is ideal to be able 
to spot a station break announce- 
ment between two highly rated net- 
work shows whenever possible, 
some disagreement was expressed 
as to whether it is best for an an- 
nouncement to precede or follow a 
topnotch show in cases where it is 
impossible to secure both. 

W. B. Maillefert, Compton Adver- 
tising, spoke out in favor of placing 
the announcement at the end of the 
best program. His contention was 
that many listeners tune in their 
favorite programs late, and hence 
do not hear station breaks which 
precede leading network shows. 

C. T. Ayres, Ruthrauff & Ryan, 
took the opposite point of view. He 
claimed that most listeners tune out 
a program before its conclusion, 
and adjust the dial for the next 


show before it actually gets under 


way. The time buyers agreed that 
one of the most useful purposes 
served by spot radio is that it often 
enables small advertisers to feel 
their way in radio, gradually grow- 
ing until they are able to purchase 
network time. 


From Small Beginnings 


Mr. Ayres cited one of Ruthrauff 
& Ryan’s clients, Penn Tobacco 
Company, as an example. This ad- 
vertiser, beginning in a small way 
as a sponsor of news and sports 
programs in a limited area, was 
able to expand its distribution by 
opening up new territories until it 
now boasts a network show. 

Ironized Yeast Company is an- 
other extremely successful radio 
advertiser whose growth to network 
proportions can be traced to spot 
radio efforts. For five years a con- 
sistent spot user, Ironized Yeast 
bought a network for its “Goodwill 
Hour” show last year. The program 
is also placed on 35 stations via 
transcriptions and tape recordings 
of Miller Broadcasting System. 

Mr. Ayres also pointed out that a 
number of important products of 
major advertisers were launched 
through spot radio. Spry, a Lever 
Brothers Company product, got its 
start through spot and is still widely 
advertised in station break an- 


nouncements. 


Leslie S. Gillette has resigned as 
advertising and sales promotion 
manager, U. S. Industrial Alcohol 
Company, New York, to become 
executive vice-president of Hazard 
Advertising Corporation, New York, 
effective Aug. 1. 

Before joining the alcohol com- 
pany in 1930, Mr. Gillette was an 
account executive with J. Walter 
Thompson Company. He entered 
the advertising field in 1927. 


Some of the Clinic Subjects 


FIELD WORK 


PERFORMANCE DATA 


DIRECT MAIL 


INDUSTRIAL EXHIBITS 
READERSHIP VALUES 


PUBLICITY 

MARKET DATA 
MEASURING RESULTS 
CATALOGS 

SALES MANUALS 


TIE-UP WITH SALES FORCE 


EXHIBITS 


AWARDS 


LADIES’ PROGRAM 


o 
DINNER AND SHOW AS USUAL 


National Industrial Advertisers Association 


100 East Ohio Street 


Chicago, Illinois 


2-39 


and pull up at the busiest 


trial advertising you ever 


discussed in clinics large 


Take advantage of low 


and a guided tour of the 


nd. A. 
x Sere 20- 


= NEW YORKER 


conference on indus- 


heard of. 


Two hundred controversial subjects will be 


and small. “How to 


improve your effectiveness as an advertising 
manager" will be one of the large clinics. The 
first day is Executive's Day (bring your boss). 

Even at lunches you will be grouped with 


members and guests having identical interests. 


transportation rates, 


hotel accommodations at no increased cost 


industrial exhibits at 


the World's Fair with a day and a half left over 


to yourself! Make your hotel reservations early! 
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Transcription 
Progress Ends 
‘Canned’ Stigma 


New York, July 27.—The stigm, 
of “canned” shows, which was ong 
anathema to most national adver. 
tisers, is now rapidly being disggj. 
pated as a result of marked technj. 
cal progress in electrical transcrip. 
tions, it was indicated this week jp 
a study of recent trends in spo 
broadcasting. 

Authorities on the subject ex. 
pressed the belief that of last year 
$30,000,000 national spot volume, a; 
least $13,000,000 represented pro. 
grams carried to audiences by 
means of electrical transcription, 

Chief factor in the improvemen; 
of transcription technique, it is gen. 
erally agreed, has been Wester 
Electric Company’s vertical cut re. 
cording. Lifelike reproduction has 
replaced what was formerly a com. 
paratively crude, tinny effect. The 
widespread appeal of transcriptions 
is reflected in the development of 
extensive libraries, such as World 
Broadcasting System’s, currently 
used by 185 stations, and NBC's 
Thesaurus service. Virtually every 


type of music is made available for f 


broadcasting. 

Leading producer of transcrip. 
tions is World Broadcasting System 
whose output last year was repre- 
sented on 
broadcasting periods. 


Gulf Oil Gets 
Big Screen Names 
for Guild Series 


Pittsburgh, July 27.— Repeating 
an experiment of a year ago on a 
larger scale, Gulf Oil Corporation 
has signed a contract with the Mo-/ 
tion Picture Relief Fund for a sec-! 
ond series of the Screen Guild The- | 
ater, which will make its fall debut | 
Sunday, Sept. 24, over the Columbia | 


will donate $10,000 weekly to the 
fund being raised to build a home 
for the aged and needy of the film 
industry. In return, all talent, 
which will include many famous 
names of the screen world, will 
work without compensation. The 
sponsor will assume all other costs 
of producing the show, including 
orchestra, announcers and other in- 
cidentals. 

The supporting organizations co- 
operating with the relief fund in the 
enterprise include the Screen Actors 
Guild, Screen Writers Guild and 
Screen Directors Guild. Gulf Oil 
will have virtually its choice of 
talent from these organizations i 
staging noteworthy programs. 


Auto Industry 
Beats Slump 
During July 


Detroit, July 27.—The summe! 
slump in the automotive business i 
conspicuous by its absence, accord: 
ing to a survey of leading manvu- 
facturers here. The trend for the 
first three weeks of July indicates 
that sales totals for the month wil 
be only slightly under those fo 
June, always a big car month. 

This is in contrast with the rec 
ord of previous years, which havé 
seen July sales fall about 10 p@ 
cent below those of June. With cul 
rent sales approximating those of 
last month, July is likely to roll 
a gain of 25 per cent over the same 
month of 1938. 

Chevrolet, pace maker for # 
field, confirms this optimistic Pi 
ture of the situation. Chevrolet t® 
ports sales of 21,798 units durins 
the second ten days of July, 4 gait 
of 17 per cent over the first @ 
dafs and of almost 30 per cent ov 
last year. Used car sales are shat 
ing the prosperity pervading 
new car field. 

Ford tells the same story. 1% ” 
tail sales for the second ten-da! 
July period numbered 23,488, 2% i 
crease of 74 per cent over the ” 
period for Mercury and Ford 
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PHOTOGRAPHI 
REVIEW OF 


THE WEEK 


ORCHID GRACES ANNUAL REPORT 


RECORD OF 


cortect Hr beTan me 


homas Young Nurseries, Philadelphia, used a full-color reproduction of an 
orchid bloom on the cover of its annual report. (Story on Page 4.) 


RCA DISPLAY 


DESIGNED FOR RECORDS, 


RADIO AND TELEVISION.. 
ATTACHMENT (SOUND REPRODUCTION 


a ad 


ME RADIO OF TOMORROW... 
AY'S OUTSTANDING VALUE 


"new RCA 
e displa 
ie|| the 


Victor window and coun- 
ys are made to help dealers 
‘ales Gesigned for use with tele- 
tadiog eatures of the 1940 RCA Victor 
buying _ Victrolas, suggesting that 
televisic Ses need not be delayed unti! 

dept 'S more fully developed. The 
*Y measures 20 by 30 inches. 


REFRESHING BEAUTY DRAMATIZES FAMOUS PAUSE 


Mhe familiar Coca-Cola slogan takes on new appeal this summer thanks to the allure of the beauty whose likeness appears 
Pn 24-sheet posters throughout the country. McCandlish Lithograph Corporation reproduced the painting in full color. 


Photomurals on the National Dairy Products Corporation building at the New York 
World's Fair are built up in panels, giving a three-dimensional effect. Kenneth H. building at the fair. it was desiqned by Walter Dorwin “—" and produced by 


Ripnen was the designer, and Kaufmann & Fabry Company, Chicago, the producer. 


SOMETIMES GOOD NEWS, SOMETIMES BAD NEWS 


—s + ge 


a: prot 

~ i e e7 ;. jie 

vhs A. : 
STAs COMMODITIES: BONES, 


% ai 
Tot WORTEOMERY STREET. 


One of the most unusual outdoor advertisements in recent years is being sponsored in San Francisco by E. A. Pierce 
& Co. The painted bulletin reveals for all who care to look the antics of the New York stock market, based on hourly 
changes in the Dow-Jones index. Doremus & Co., San Francisco, is the agency. 


PRIZE WINNING POSTER FOR LESLIE SALT 


This poster made for Leslie California Salt Company won the Max Schmidt Annual Memorial Award of $250 given by 
Schmidt Lithograph Company. Fred Glauser, Erwin, Wasey & Co., San Francisco, was the artist. 


SMALLEST PORTABLE ICE RINK 


The smallest portable ice skating rink ever built, measuring 6 by 12 feet, is 
being used by Philco Distributors, New York division of Philco Radio & Television 
Corporation, to tell the story of Cool-Wave air conditioning. Located in the 
show windows of Spear & Co., this display, which is attracting crowds during the 
hot weather, features a young lady fully bedecked in ice rink ensemble, gliding 
over the ice holding placards worded, “Why let the heat get you down” and 
“Cool-Wave conditioning is just like this.” The display was developed by 
Frank E. Quinn, of Philco Distributors. 


OUTDOOR PHOTOMURALS AT THE NEW YORK WORLD'S FAIR 


Kaufman & Fabry. (Story on Page 2. 


At the right is the outdoor photomural tower on the Eastman Kodak Company 
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“PURCHASING” acquired by Conover-Mast Corp. 


Effective with the September issue, The 
Conover-Mast Corporation becomes the 
owner of “Purchasing” —since 1915, the 
national magazine of purchasing agents. 

The complete organization and facilities 
of this publication, unique in its field, will 
be retained. The Conover-Mast Corporation 
will add the power, the facilities, the brilliant 
publishing leadership that have brought 
“Mill & Factory” to its position of prominence 
as a spokesman for industry and a market- 
place for industry’s products. 


<p 


With more and more surveys showing the 
vital importance of the Purchasing Executive 
as a buying factor . . . with the complete 
coverage of this group by “Purchasing”... 
and with the increased reader interest which 
will be cultivated by the new owners of 
“Purchasing,” this publication should re- 
ceive special consideration for your Fall 
advertising schedules. 

Ask for complete information. The Con- 
over-Mast Corporation, 205 East 42nd St., 
New York; 333 N. Michigan Ave., Chicago. 
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